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‘THE PHILADELPHIA 
RECORD 


a is entering the new cent- 


ury with a tremendous 
lead in advertising and 
circulation over all other 
Philadelphia newspapers. 
While THE RECORD is 


steadily gaining, others 





are fast slipping behind. 





The Sunday edition is the best proposition in the Sunday field. 


Daily, e *£ 190, 000 
i — + Soniey. © + 162,000 











é | 25c. a line Daily. 20c. a line Sunday. 
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OVERHEARD. 








PATIENT: 


Doctor: 


Yes, doctor, I have been 
worrying a good deal of 
late because business is 


dull and unsatisfactory. 


You certainly need a 
tonic, and I advise you 
to see KISSAM and 


get him to have a_ nice 


‘card designed and have 


ONE placed in EACH 
CAR on the BROOK- 
LYN “L” and you will 
soon find yourself and 


business O. K. again. 











GEO. 


25 


KISSAM & CO., 


T y 
3 Broadway, New York. 
FIFTEEN BRANCH OFFICES 
Written by J. J. Roberts, Winnipeg, Canada. 
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L. XXXIV. NEW YORK, 


THE PSYCHOLOGY OF 
LOOSE CHANGE 
By James H. Collins. 


\ living current of loose change 
flows through the population con- 





stantly—a veritable Gulf Stream 
a has floated many a business 
bark into the Sea of Portentious 


Sums. As an auxiliary to adver- 
tising it demands attention. Mill- 
ions of quarters, dimes, nickels— 
pennies, even—lie lightly in the 
general pocket, ready to leap out 
and purchase things at the slight- 
est justification. Each year vast 
sums are spent haphazard for 
every sort of article that attracts 
the eye, and the success or failure 
of most enterprises turns upon the 
ps sychology of this loose change 
Advertising can be depended 
upon to set wares before the pub- 
lic—stamp their names and uses 
and prices in the popular memory 





—but unless the laws of loose 
change are reckoned with only 
half the advertiser’s rightful profit 


will fall to him. Art must be lav- 
ished upon the wares themselves. 
It is not enough that one’s ad stand 
out in newspaper or magazine; 
goods also must stand out. A 
Sunday page will fill the store with 
Monday shoppers, but unless the 
counter displays can coax the eager 
money from their nockets there 
will be a loss. 

Consider the method of the pen- 


ny gum machine: how, by persist 
ently beaming upon the chance 
loiterer, it arouses his curiosity 


and draws him up for a look at its 
direction card; how it silently of- 
fers him an opportunity to spend 


a sum he would be ashamed to 
proffer elsewhere ; how it gives him 
every advantage of secrecy, cen 
venience and fair returns in mak 
ing the dicker; and how it finally 
triumphs and stcws his spare cop- 


per away in its vitals with a metal- 
lic chuckle of satisfaction. 


That 
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is the psychology of loose change 
in a nutshell. The man who goes 
into a drug store for a stamp is 
more than apt to pick up a tooth- 


paste or shaving soap he has never 
heard of simply because it woos 
him from the show case in tasty, 
novel dress. The housewife who 
has read Vondietrich Codfish ads 
quickly becomes a convert when 
she sees the inviting package at 


the grocery. People take a sort of 
pleasure in spending small sums 
for pretty innovations, and there is 
always money to spare for what 
makes a favorable impression, 
and magazine publishers 
have made much of this waif of a 
finance law. They have learned 
that a striking cover is the best 
feature a periodical or volume can 
have for catching the loose money 
that comes to bookshops and news- 
stands. They willingly pay as 
much for a good creation as for a 
clever story, knowing that it will 
stanl out and seize the precise 
psychological moment to claim its 
due from the inexhaustible stream. 
If it but have honest inner worth 
its new foothold is secure. 

The trick of it all is to have a 
good hook for any small fish that 
may happen along. Let the space 
in periodicals and elsewhere rep- 
resent the main fishery, while neat, 
bright dress for the actual goods 
supplements and feeds the big bait. 
A show window full of advertised 
goods that is seen by the public the 
same week that one is laying most 
money in space practically a 
doubling of that space. Remember 
the currents of loose change that 


5 » »k 
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flow past it fourteen hours in the 
twenty-four, and when the con 
tracts for dailies, weeklies, bulle 


tins and cars have been signed and 
the copy written, go out and secure 

showing for the wares Jse all 
taste and skill obtainable upon bot 
tles, boxes and cartons, seeing that 
they attract no less than the print- 
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ed ads. Map out the currents that 
run through the territory you are 
covering, and at every vital point 
upon each stream secure a show- 
ing. Or, if the wares must be left 
at the mercy of dealers in remote 
towns, recognize the greater need 
of dressing them well—so well that 
they will live through all snubs 
from strangers. 


PATENT AND TRADE-MARK 
RIGHTS IN CUBA. 


The military governor of Cuba 
has recently issued an aie which 
is of the highest importance to 
owners of United States patents 
or trade-mark registered in Cuba, 
and to any person or concern 
now having a commercial or man- 
ufacturing establishment in Cuba, 
as well as to those who may con- 
template an extension of their 
business to that island. 

The order prescribes that every 
owner of a Cuban commercial or 
industrial establishment, as well as 
every owner of Cuban patent or 
trade-mark rights, shall have his 
name and other particulars entered 
in the Mercantile Register within 
eight days following the com- 
mencement of his business or the 
opening of his establishment. Pre- 
sumably, as regards patents or 
trade-marks, the period of eight 
days will run from the day on 
which the patent or trade-mark 
right is secured in Cuba. For fail- 
ure to register within the period 
named, the merchant or manufact- 
urer will be fined twenty-five dol- 
lars United States money. 

The order further provides that 
sales, assignments, transfers or 
leases shall not prejudice a third 
party as long as they are not re- 
corded in the Mercantile Register. 
It also allows creditors whose 
names are entered upon the said 
register to record, under certain 
circumstances, the names of their 
debtors, together with the amount 
of each debt, and on the other 
hand the courts may order attach- 
ments to be recorded. 

The purchasers of a commercial 
or industrial establishment or of a 
patent or trade-mark right be 
comes jointly and severally liable 
with the party who made the 
transfer for all debts that shall 
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have been registered or attach 
ments that shall have been record 
ed until the time when the sal 
transfer was recorded. 

The reason given for the issue 
of the order (of which we have 
stated only the main provision 
the inadequacy of the Cuban laws 
to protect creditors, since it ap- 
pears that the purchaser of a busi- 
ness is not (unless bad faith or 
collusion can be proved) respons- 
ible for the debts contracted for 
the business by the party making 
the transfer. This state of af- 
fairs has materially interfered with 
the credit of retailers throughout 
the island, and the present order 
seeks to establish better condi- 
tions.—Scientific American. 

“> 
SAMPLE ADVERTISING. 

The curious thing about sample ad- 
vertising is that so many people who 
take it up do not lay themselves out to 
get the largest possible number of ap- 
plications. They talk in their adver 
tisement in a sleepy-headed, indifferent 
manner, and then stow away their offer 
of a free sample in some inconspicuous 
corner, which is clearly wrong if you 
believe that your sample is the best ad- 


~ 


7; 


vertisement. Let your sample talk for 
itself, and let any advertising maiter 
that accompanies it be crisp, smart and 
to the point. If your cocoa does possess 


absolutely unique advantages, it will 
not be necessary to send a whole volume 
of talk to prove this. Neither is it 
necessary to cram the sample offer ad- 
vertisement with a treatise on the sub- 
ject.—British Printer. 
—__ +o 





On! 


Do Take Me to 
Kansas or 
GOOD OLD MISSOURI. 
ET am chuck full of good ten- 
year-old 














Kentucky Bourbon Whisky 
I od e smooth article, I know I will 


lease you. 

is "te the VERY BEST WHISKY 
ever sold for $3 per gallon. We will 
send two gajlons in ome jug for $°.65. 
This is the same grade of goods that 
we use in our prescription department 
and we guarantee it to be absolutely 
free from any adulteration. Secure! 
packed from observation and expr 
prepaid. Send postoffice order, 

press order, bank draft or re 
tered letter. j 






















represented we will forums 
your money. 

STUART BROS. DRUG CO 
802 Walnut st., Dept. 8. 7. 
Te]. 3348, Kansas City, Mo. 















THE GOOD POINT OF AN ADVERT EMENT 


CUT LIKE THIS IS THAT IT SHOWS ITS SUB- 
JECT AT A GLANCE, IT INDICATES WHISKY 
‘ALL OVER,”’ 


























A PLUMBER'S ADS. 
By Fred H. Clifford. 

In Bangor, Me., the plumbing 
firm of C. W. & S. T. Semple 
has “caught on’ to the profitable 
way of advertising. The junior 
member, Mr. Sewall T. Semple. 


is the advertising manager, and 
it was from h'm that I learned 
how the toncern’s § advertising 


campaign is conducted. 

“We put the newspapers first 
of all among advertising media,” 
Mr. Semple began, in answer to 
an inquiry. “It reaches out the 
farthest, and it touches about ev- 
erybody within reach. That 
is more than you can say of any 
other one method.” 

“Do you favor the use of large 
spaces?” was asked. 

“Not for our business,” Mr. 
Semple replied. “Big space is 
expensive, and we can make a 
moderate-sized space tell our 
stories well enough. We seldom 


The Cook 
Is Glad 


when thé stove is a will- 


ing worker. ut some 
stoves get balky—won't 
de ai thing you want 
them to, and sulk just 
when you are in the 
greatest hurry. 

The stoves we sell— 


CLARIONS in particu- 
lar—are built to help the 
cooking, not hinder it. 
They embody the very 
best ideas of modern 
stove-making— are easy 
to run—easy on the coal 
bin—easy to buy. 

A score of makes to 
choose from. 


CW. & §. 7. SEMPLE, 


105 Exchange St. 


Long Distance Telephone Connection 
aug26 3m 








use over four inches in the daily 
papers. We use cuts in nearly 
all our ads. A good cut catches 


the eye more quickly than dis- 
we 


played headlines. But don’t 
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neglect the headlines; we make 
them brisk and bright, and figure 
to have them work nicely from 
cut to story. We are particular 
to have our cuts directly illus- 
trative of the advertisement which 
they accompany. We also speci- 
fy position, preferring first page 
next to reading matter.” 

“What do you put next to the 
newspaper as a trade bringer?” 
was the next question. 


“Signboards,” Mr. Semple 
said after a moment's reflec- 
tion. “They have helped our 
business a lot, I am sure, es- 
pecially among the country peo- 
ple. Just a few words or a 
catchy phrase about our busi- 
ness are all we have on _ these 
roadside signs. They are not 
expensive affairs, and we can 


have them put up with very little 
outlay. Some are tin signs and 
others are wood, but any of them 
will last a good while and thou- 
sands of eyes see and read them.” 

“What do you think of novel- 


’ 


ties; of calendars, for instance?’ 

“Calendars are good enough, 
but it seems as though every 
business house in the country 


had taken to sending them out. 
The calendar business is getting 
to be terribly overdone in this 
country. As for other novelties, 
I believe in them for advertising 
if they have some point of utility, 
and do not cost too much. Just 
now we are giving away lead 
pencils, stamped with our name, 
address and the line, ‘Plumbing; 
Stoves and Furnaces.’ Here, 
have one,” and a smooth-leaded 
hexagonal pencil was slipped to- 
ward me. 

“Do you use circulars or fold- 


of 


ers any sort in your busi- 
ness?’ was my next query. 

“No; we _ haven’t yet seen 
where they can help us much. 


There are plenty of other ways 
for us to spend our advertising 
appropriation where returns are 
surer and more likely to be satis- 
factory. Sometimes we take 
spaces in programmes and affairs 
of that class, more to get or re 


tain friendship and good-will 
than with any idea of definite 
returns. We always take space 
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and State directories, 
but we are inclined to class these 
two among the mediums _ of 
questionable value to us.” 

“Do you keep at advertising 


iit 
Leaks, 


if there’s any kind of an 
out about your plumbing, 
send for us as quick as you 
can. We are minute-men 
plumbers—ready to serve 
you at a moment's notice. 
We can do every possible 
kind of a plumbing job—do 
it promptly and thoroughly. 
And we're not high-priced. 


C. W. & §. 1. SEMPLE, 
105 Exchange St. 


aug2h 3m 


in the city 





























all the year ‘round, Mr. Sem- 
ple?” 

“No, we do not. We _ begin 
our advertising campaign early 
in the fall, and keep in the papers 
practically all the time unt! well 
into the spring. We find that 
people haven’t much need of a 
plumber or of a stove man except 
at certain of the year. 
Then, when they begin to think 
of getting a new heat.ng or cook- 
ing apparatus, or of having new 
plumbing put in, we start our 
advert sing ball a-rolling and tell 
them where their needs can best 
be satisfied. 


seasons 


“With us advertising in the 
dull season is practically money 
thrown away. You see we have 
io «bargains; people won't buy 
furnaces in midsummer, as a 
rule: and we find it better to 
burn our. advertisng powder 
when the demand is on. rather 


than scatter it along in 
train in and out.’ 


a steady 
season 


The Semple ads always have a 
brisk business ring in them, char- 
acteristic of the firm they stand 
for. ‘They are distinctly Sem- 
ple’s,”” is one man’s way of ex- 
pressing it, and that seems to 
echo the popular belief of folks 
who know the Semples ai 


see 
their ads. The firm’s stationery 
is distinctive, also, with tter- 
heads, billheads, statement blanks, 


envelopes, etc., all of a handsome 
Goldenrod bond. “We hear a 
good many compliments for our 
stationery,” Mr. Semple said, as 
he showed me the assortment on 


his desk, “and we have come to 
consider this an advertising feat- 
ure that is worth working up.” 
SECOND-CLASS MATTER 
LINES MORE TIGHTLY DRAWN . THE 
POSTOFFICE DEPARTMEN 

The Third Assistant P aster 
General is just putting into eration 
a new rule about the admission of news 
papers and periodicals to the second 


class privilege of postage at 
pound 

rule bars out those | 
list of legitimate 
amount to fifty per cent of the en 
issue. 

In order to protect the d 
against any charge of favoriti 
just discrimination, he is 


subser 











daily a list of the papers ad 
those excluded 

\ sample list issued Tuesda 
four exclusions. One paper 
because it was obviously designed 
marily for free circulation; h 
cause it offers as a premiu 
scriptions an article which 
for ten cents, while the wh 
tion price is only fifteen cent 
violates the fifty per cent rul i f 
derives its subscription list f the 


of a defunct periodical and i 
subscriberseof the latter as 
The department rules as 
of a list unless each subs: 
defunct paper has expressed 
his willingness to receive tl 
paper in place of the one f 
originally subscribed. 
















This reform, accomplisl wit 
any new legislation, is ext lt 
some hundreds of thousan: f dollar 
off the annual deficit.—/ Estat 

<o 


AN AWFUL TA) 
The loss of 
buyers of 


energy exper 
advertising 
ing a complicated rate car 
ways to get around its pr 








also in providing beyond 
the publisher has put ot 
rate, and will stand by 





tax on the advertising busines 


paperdom, New York. 
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A High-Class Advertiser 


PLEASED WITH A 


HIGH-CLASS MEDIUM 


The office of the Des Moines Darty News 
was selected by James S. Kirk & Co., of Chi- 
cago, as the place of distribution of 10,000 
sample cakes of Jap Rose Soap in Des 
Moines, the advertiser also taking large spaces 
inthe Daity News. That the advertiser was 
pleased with Dar_ty News methods and results 
is attested by the following letter: 


caraecionen ieee H. C. Bowman 
JAMES S. KIRK & COMPANY 008 ove AVENE 


Soaps. PexrUM en. Onmmicate 


CHICAGO 


Des Memes, Ja Bow. Y3--1900, 
Mr. Lee T. Waterma., 
Advertising Manager, 
The Des Moines Daily News. 
Des Moines, Iowa, 
Dear Sir. - 

I beg to advase you that the distribution of Jap Rose sam- 
ples from the News office last Friday and Saturday was an entire success, 
both as Lo the number called for and the class of people calling for 
them. In fact 1 was rather surprised to se& so many of the betler class 
of people call for these samples. I also wish to express to you my 
thanks for Lhe courtesy shown and the assistance given me by every one 
Connected with the News 


Yours very truly, 


ee 
H rt. 

























ABOUT YOUR PACKAGE. 


It should be of convenient size. 

Colors should be sightly and 
attractive. 

Labels need not necessarily be 
expensive to be attractive. 

The printed directions en the 
package should be complete and 
have every possible point in favor 
of the goods within. 

The best possible results are de- 
sired for the consumer, and to this 


end the instructions should be 
comprehensive. : 
If it is an article which may 


benefit children as well as adults, 
make this fact clear in a bold way. 
Mothers are apt to want to be 
sure on this point. 

If you have any money to throw 
away on catch-penny schemes, 
don’t do it. Apportion that fund 
into a reasonable sum to be given 
to a certain number of dealers. 
Then induce that certain number 
of dealers to buy a_ reasonable 
quantity of your goods and push 
them for the extra consideration 
there is in it for them. 

For instance, suppose your 
goods run twenty-four packages to 
the case. If you were to offer each 
dealer buying four cases the extra 
inducement of a $1.00 rebate— 
about one cent a package—he will 
dispose of the goods all right. 
At the same time he is building 
business for you as well as for 
himself, On high-priced goods the 
rebate could be larger. 

With the retail dealer working 
for you oa one side and with 
reasonably good advertising on 
the other, there is a certainty that 
your goods are going to sell, if 
they are of proper quality. Ad- 
vertising prepares the consumer 
for the attack of the dealer. The 
two working in harmony will ac- 
complish more than either can do 
single-handed. In this case ad- 
vertising means using space in 
newspapers. 

Do not attempt to play both ends 
against the middle by sending out 
tickets entitling the holder to a 
free package of your goods. These 
are seldom judiciously distributed 
and are often “cashed” by the 
wrong dealer with some other fel- 
low’s goods. If you want people 
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to have a free sample of your 
goods, give them — —not 
whole packages. Giving away 
whole packages cheapens your 
product in the eyes of the trade 
Give the dealer those extra pack- 
ages for sell'ng a certain quantity 


of your goods. 

If you cannot afford to advertise 
locally, have a good advertisement 
writer get up a few good adver- 
tisements for you. Offer these— 
or send them anyway—to every 
dealer who buys your goods either 
direct or from our jobber. You 
can have electrotypes made in any 
quantity you desire and send each 


dealer two or three different ones, 
or you can send him printed 
proofs. The advertisement should 
be thirteen ems wide and about 
four inches long. Few retail deal- 
ers use less than that amount of 
space—most of them more. It is 


a good plan to use a rule border, 
if any, with the bottom left open 
so the dealer’s name may be add- 
ed. The printer can complete a 
rule border but probably not a 
fancy one. 

Even proofs of good copy for 
advertisements will prove valuable 
in many instances. You know bet: 
ter than does the retail dealer the 
good points about your product. 
Those points can usually be well 
told in a four-inch space. But even 
if it should require more, you can 
afford to get up the copy. Have 
a quantity printed and mail the 
proofs to the advertisement 
writers of each and all your local 
selling representatives. Many of 
them will use the pointers con- 
tained in those proofs. In this 
manner your local selling agents 
may be induced to do some adver- 
tising on their own account and at 
a very slight average expense to 
you.x—The Advisor. 

~~ 


THE GREAT DRAWBACK. 

The great drawback to making a 
quick fortune by mail order advertising 
is the large number of “fakes” ad 
mitted to good papers. These keep 
readers suspicious and keep down re 
turns 50 per cent. I believe this is 2 
matter which the agencies could d 
much to correct, for some of the worst 
“fakes” come through the agencies 
They couldn’t get in otherwise 


Thomas H. Davis, 
vertising. 


in davte ultural Ad- 
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SWORN CIRCULATION 
20,647 











MILWAUKEE, Nov. 21, 1900. 
C. H. Eddy, 
Io Spruce Street, 
New York, N. Y.: 

DEAR SIR—We send you by express 200 
copies of our latest daily circulation state- 
ment. It speaks for itself; an increasing, 
legitimate, paid circulation. Our advertising 
also speaks for itself; we have by actual 
measurement from 10 to 25 per cent more 
columns of advertising in the EVENING WIs- 
CONSIN per week than any other daily paper 
in this city. We charge and obtain 5 to 10 
cents per inch more than any other paper in 
this city; what better proof can we give of 
the value of the EVENING WISCONSIN as an 
advertising medium? Nobody here doubts it ; 
the name of every general advertiser in the 


city of Milwaukee is upon our books as a 


constant user of its columns, with one excep- 
tion. No other paper in this city can say as 
much truthfully. . All the stuff and brag 
which some papers and agents are using goes 
like chaff before the wind when the facts and 
truth are known as you know them. 

Very truly yours, 

THE EVENING WISCONSIN COMPANY, 

A. J. Aikens, Gen. Mgr. 
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AMERICAN COAL AND BRIT- 








exclusively in European markets by 











































































ISH ADVERTISING. Messrs. David Logan & Son, 
By Charles C. Schnatterbeck. Limited, of London, who are coal 


contractors, exporters and steam- 
ship owners, and who also repre- 
sent many British collieries. 

To counteract the sale of Ameri- 
can coal in foreign markets many 


The impetus given to the coal in- 
dustry in this country by the in- 
creased exports has attracted at- 
tention to the method of soliciting 
patronage in foreign markets. Per- 


of the British coal mining compa- 
haps the more notcworthy fact is ne ee Be aie a - se Je. 
es é exporters are increasir 
that the coal companies, unlike the . oe ; ng 
i some Be their advertising in the trade jour- 
iron and steel and other great in- — 7. _> 
. nals. Among the largest of these 


dustrial concerns, are not advertis- 
ing directly but are leaving the 
propaganda of their product 
throughout Europe in the hands 
of influential British merchants 
generally. In this way it is be- 
lieved American coal can be more 
ably introduced to the foreign con- 
sumer, who is accustomed to burn- 
ing Welsh and other European 
coal. In many cases those who 
represent American coal interests 
are also selling agents for British 
collieries, and it is not an uncom- 
mon thing to see such firms adver- 
tising liberally with equal fairness . 
the es kinds of val they deal Swansea, and the P inxton Coal 
: : . drt Company, Limited, near Alfreton; 
in. At the present time our larg- lames & Willi Wind Ciestes 
est customers are located in the ~7"IC3 § ——— ood, Limited, 
Mediterranean countries, where 602! factors and exporters of Lon- 
“s aE rage es , don; and Philip Speakman & 
our competition with the Welsh I 
product depends largely on the 
freight market. In time, however, 
say exporters, we shall build upa — “7.” eo ee 
good trade in the British Isles, as vertisers are the manufacturers of 
we hiave done for many other fuel economizers. In this c gor 
American products. : are chiefly British firms The 
The most extensively advertised 
American coal in the British trade 
press to-day is bituminous coal, 
though some merchants specify 
that they are agents for all kinds 
of American coal. Pocahontas 
steam coal, which is shipped from 
Norfolk, Va., is advertised largely 
bv the sole European selling agents. 
Messrs. Hull, Blythe & Co., of 
London. The coal of the Chesa- 
eake & Ohio Coal Agency Com- s ; 
oe which is sent abroad from pd eee See ae 
Norfolk, Va., and that of Peale, steel, etc. iat 
Peacock & Kerr. from New York, Wuat would you think of a 
Baltimore, Philadelphia, Boston who went into a dealer’s stor 
and Savannah. is represented by prs Phew | — s 
Messrs. Mann. George & Co., of to sell his goods? Wor 
London and Cardiff. who also nity if he proceeded to tell the de 
handle Welsh coal. Duncan Of the merits of the goods! An 
Spangler Coal Company's Blu- is to convey information. If 
baker and Delta bituminous coal, formation is put in sharp sen- 
which is shipned from New York, $n ii,stil, perform, itch he se 
Philadelphia and Baltimore, is sold er.—Confectioners’ and Bakers’ Gazette, 


advertisers may be mentioned the 
Sheffield Coal Company, with col- 
lieries near Sheffield; Messrs, 
James McKelvie & Co., of Edin- 
burgh, Scotland; Messrs. J. E. 
Rayner Co., of Liverpool, wh own 
collieries and export coal; 
Grassmoor Company, Limite , 
with coal mines in Chesterfield: 
The Sneyd Colliery Compa 
Limited, of Burslem; Messrs E. A. 
Cleeves & Co., of London and 
Swansea, who are the sole sales- 
agents for the Gwann Cae Gurwen 
Colliery Company, Limited. of 








1 


Sons, of Liverpool, who are also 
coal exporters. 
Another class of extensive ad 


Central Cyclone Company. Limit 
ed. which makes the “Cyclone” 
pulverizer for coal dust grinding 
and has works in London, New 
York and Paris, is a large adver- 
tiser. The American Blower Com 
pany in London is also pushing i 
“Cochrane” heater. Other 
tisers could be named, and i 
we shall see the foreign periodi 
cals well filled with advertisements 
of American coal as they are to- 
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Nashville’s great Dry 
Goods House says: : : 


The Banner 


is the paper. 




















Mr. Charles B. Castner, Secretary 
and Treasurer of the Castner-Knott 
Dry Goods Company, of Nashville, 
Tenn., one of the largest department 
stores in the South; and Nashville’s 
largest advertisers, has this to say about 
the BANNER: 


“| believe that an afternoon paper, such as the BAN- 
NER, is the best medium for us to largely advertise in. 
Experience has taught us that it is to our best interest to 
dothis. Last month we spent more money with the BAN- 
NER than with other newspapers and all other ways com- 
bined. The month’s business was not only very satisfac- 
tory, but largely in excess of any previous month. That 
should be proof conclusive that we are well pleased with 
the results from our advertising in the BANNER. The 


BANNER not only reaches the classes but the masses.” 


PU 
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Representative Foreign Adv’t’g, 
S. S. VREELAND, 
150 Nassau St., N. Y. City. 


BANNER PUB. CO., 
E. M. FOSTER, Mgr., 
NASHVILLE, + = TENN. 
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AN ADVERTISING TRUST. you were with us, and you will not be. 
- gin to get the rate the papers on our 
AN EXPERIMENT SAID TO BE ON list will receive. 
TRIAI IN | BALTIMORE The paper manager scratches his head, 
a — r and thinks he sees the force of t r- 
¢ t and that he has nothing to los 
A correspondent sends the fol- es oo 
and—signs the contract. 
lowing communicz ition referring to The power of the new combine was 
a plan of conducting a newspaper recently put to a a . put in a bid 
ss rd ot $300 tor a college advertising yn- 
y y “4 e 
advertising agency that has often tract, the matter to be inserted in un- 
been commended but has never try papers throughout Maryland 

















































been successfully carried out: Philadelphia sg 3 which was __ac- 
quainted with the low rates for lich 
A newspaper agency has recently it had secured space in the same ers 
started business in Baltimore, Md., for years, bid $1s0 and secured the 
. » odee ) 50 and 1e 
which intends to turn the a gee contract. The Quaker City man went 
agency business into a trust. 1e plan home with the copy, made his plat nd 
has its advantages—for the agency and sent them out. In two or three days 
the papers on its list. At present the 4). Ss I Cae ’ 
> the answers began to come ‘Can't ac- 

scheme is being worked only in Mary- 2 : 
betes . Dela. cept rate offered; rate is now so-and-so. 
land, which has been covered. cla Pousthermore “ie merits ctecllties Seow 
ware is to be invaded next, then Pena- tl a an eee he asp sl ee 
sylvania and the rest of the Eastern pPoyie ee. aa re 
St: Pos » 4% - Baltimore, which handles all our tside 
™ The a a ccs dla advertising.”” Every paper on t list 

2 -ncy’s st step 1 ap- + . 

_ eo. 7 as’ to. @P- turned the offer down! In desperation 


proach all the rural papers of the State 
i Z si something like this: . 
_— “A iy eongendl a ane - t - ad. Baltimore fellow to help him out, 
B S ¢ ate oO accep c - 
bs ti el gi, Soceed ian tell re the latter had warned him he 
“ Ss ’ > ,000 C S a ’ Ss ~ 
- & I ? “sais : fill the contract at the price quot 
exactly what your circulation is, give Re a : o 
refused to aid him, and = ups 
us a five year contract that we will get " Philadelpl 
Yer cent commission on all advertis- 3f ,Was the grag > ga maggeas : 
25 | ‘plank up” $150 to fulfil his contract 
ing you receive from outside your coun- 
. . $ To the advertiser the only adv t 
ty, whether we send it to you or not, 4¢ 4 I I il} 
and give us a guarantee that you will 0%,the trust is that he will have 
aa anit os lament sca auth dn five information as to the circulation 
a Migs I “eae medium he uses, and he will pay 
ee . for such circulation, but in tl 
In return we will give you lots of : — . 
“ee Bey run he will have to pay more fo 
advertising at better rates than you are a nd C4] 
F z he wants to reach the people of t sec- 
getting now. Even on renewal con- cas Ge amie Gaemen 
tracts you will have to get a higher rate. ag ’ mag 


the Philadelphia agency turned 








The patent medicines and maj] order 8 r a ee 
people, from whom you have been get- WITH THE BEST OF CARE 
ting next to nothing, will have to pay With the best of care advertising is 


full rates if they want to cover your largely an experiment, and it is only 
fieid. If you stay outside of our fold, by watching and testing even the best 
of course you will still get some busi- mediums that the most profit can be 
ness, but you will not get as much as if made from the investment.—Fame. 











This card is sent you that you may know that your ad. 


in Pearame OA tt sees a Nineveh, 


was torn out of every copy sold by us. This. was mot done to 
injure you, but iy on the same leaf there appeared the ad of 


WW lt WMeartg, Met a y.which we regard as inimical to 
the best interests of the trade, 

We have reason for believing that this custom prevails 
among thousands of book and news-dealers, but perhaps few of 
them will take the time to notify persons, who, like yourselves, are 
financially interested. 

_ Ps. 


A NEWSDEALER AT HOUSTON, TEXAS, SENDS THESE CARDS—HERE GREATLY RKEDUCED— 
TO THOSE ADVERTISERS WHOSE HAS ELIMIN IN 
THE ADVERTISEMENTS OF THE SUBSCRIPTION OFFERS, CLUB AGENCIES, ETC., ON THI OTHER 
SIDE OF THE M GAZINE LEAP, 





TEARING OUT 

















ANNOUNCEMENTS HE ATED 
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A PRINTER’S RECEPTION. 


TONSORIAL ITEMS. 





J. A. Terry, while editor of the Sen- The Washington Star says that in an 
tinel, at Rochester, Ind., made a great “exclusive’’ negro residential region, in 
success of ladies’ day at his office. Mr. that city, the little 
Terry has always taken a pride in the shops in which life 
appearance of his office. He keeps the are kept on range 
whole thing clean, and carpets his count- from a cent up to a quarter. In one o 
ng room, putting pictures on the walls, the shanties i has 

, withal, making it an inviting place. two chairs of style. 


decided to give a ladies’ reception; On the wall is 
t.e mechanical department of his a colored fire company in a frame with 
in full swing, employees in nicest as a glass. 
of clean, starched clothes, and paper on wich are written these rules: 


a torn colored picture o 


is a 


ved the ladies what a nice, neat and Shave, 5 
active place a printing office could One hair cut 10 cents. S 
made. There were over 1,400 ladies Shampooin Saturday, 5 cents extra. 
called that day, and each was given a Other davs, except Sunday, 3 cents. 
ivenir; that is, most of them were, No shavin 
for Mr. Terry had only provided 1,000 Boss takes tips. 
souvenirs, and had to give each dis- Shine, next door. 
appointed one a “due ticket” and send Shut on holidays. 
the souvenir later. Most editors would No credit 
be pleased with such a marked success, Gamblin barred. 
but Mr. Terry was even more than Except pints on races. 
pleased, for within a month his job No politics lowed. 
printing business had doubled, and it Same on religion. 
was all caused by the good words of the > 
ladies.—Advertising World. IN WINDOW 
7 : Better impress strongly 
HAGGLING OVER RATES. upon the passer-by than a dozen things 


Advertising as a business can never indifferently. 
h its highest success unless it is of an article an inducement, Bes it dis 
t the fig 
begin 


reach 


conducted on sound, substantial busi- tinctly; if not, 


ness principles. Advertising space ougnt ure inside 


price 


not be made the subject of dickering Operations in your <rse without first 


and Oriental haggling over prices. Any- forming in y still, 
thing which tends to destroy the stabil- with pencil and paper, the point which 
ity of rates is a detriment to both pub- you wish to make or the plan and de 


Vi 


sher arfd advertiser, for unstable, un- sign which 


construct. 


certain, flexible rates cannot fail to Change the show as ‘often as possible, 
demoralize utterly the business.—Agri- and make the change a decided one.- 


cultural Advertising. Tobacco Leaf. 
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Wanted the Right Man. 


A man of character, having successful experience in soliciting 
desirable advertising for a successful, desirable periodical, is 
wanted to represent The Black Cat East of Buffaloand Pittsburg, 
with headquarters in New York. To an intelligent, reliable, pro- 


gressive man the place pays from 


SOSSSSOSOOSOOSOOSOSO 


5 a 





copies and quote prices. 
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$3,500 to $5,000 a Year 


Address, The Black Cat, Boston, Mass. 
$000000606000000000060000000006000000000000 


rOrNernervervorvernerververersynrvorvernervervorvernervervnres 


At this office, 10 Spruce St., New York, 


The Geo. P. Rowell Advertising Agency 


Keeps on file the Leading ‘Daily and Weekly Papers 
and Monthly Magazines; is authorized to 
Forward Advertisements at the same rate demanded by 
the publishers, and is at all times ready 


MIVIIVUIIY AUC LLL 





| 00000000000 00000 


r7TYUY LLL) 











14 PRINTERS’ INK. 





CARDS every line 






CHECKING STREET CAR of the fact that the rolling stock 


cars, repair 


number of 


\ concern called the Advertis- cards are ever displayed, althougl 
ers’ Protective Agency, with offices are included 


at 242 President street, Brooklyn, 
4 s 


for. The difference between the adve 
tiser’s system of 


New York, thus describes the rea- jin which his cards appear, and that 
son tor its existence: this agency is, that while the advertiser 


The advertising agencies of this sec- 
tion are overwhelmed with business. 
Without, however, attempting to im- 
peach the honesty of any one, we must 
say that we know of no advertising 
agency that will refuse new patronage, 
even though the limits of their accom- 
modations have been exhausted by the j, 
demands of older custom. Accordingly, Brooklyn, 


investigation 
even at longer interval 
tion is being 
every day in the ye 
petent inspectors 
this agency, 
surface and elevated road in 
(Manhattan 


conducted monthly, 
| 








City, Staten 


in order that room may be found for : 
, : 4 boken and Newark, N. 





this constantly increasing business, 
some of the agencies find it necessary 
to curtail the privileges of their older 
patrons, in order that all may be accom- 
modated. For instance: An agency 
controlling a line of cars capable of 
holding forty cards to the car contracts 
for the display of fifty cards in each 
car. It is, of course, impossible to 
crowd fifty cards into the space of 
forty, but the difficulty is overcome by 
the removal of a certain number of the 
old cards of each line and substituting 
the new cards for them. In this way 
the entire fifty advertisers are repre 
sented on every line, but not to the 
extent their contracts call for. 1 


terests of 
thorized 
the ferry 


ing at 
charge is 





hs of 






hi 
nis 1S 





policed, so to speak, and complete 
ports of the placing of 
their cars filed in our 
ly. When these reports affect the 


him immediately 


fending agent. 
Our surveillance 





fixed at fifty cents | 
or $3.00 per week, for each of 


the other 
service includes 


a convenient and profitable method of ports as 
disposing of the situation, from the ad 
vertising agency’s standpoint, but it is NEWSPAPERS’ 


an injustice to the advertiser that means 
to him no little loss. 

Certain advertisers endeavor to keep 
watch on their railway advertising in- 
terests by employing checkers who make 


If a newspaper has the circulation it 
claims, advertisers ar 
of that fact. 





infrequent visits to the various lines, Vestigate circulations, except. where they 
but these advertisers make the mistake ate in dispute. 
of notifying the advertising agent when few hangers-on 


that official may be expected to call upon W ho have 


Expensive jaunts for 


him. Thus warned, that agent has am- What to do with are not productive 
ple time to prepare for this visit, and is good results— 
enabled, upon the investigation, to make No reflection 


a showing satisfactory to the advertiser. attention 


If, however, this investigation was con- Free Press 


ducted quietly, without the knowledge ter, and 


entitled to credit 


of the advertising agent, a different re- Other publications, 


it be obtained. Then again, same plan, 





sult m 


some advertisers, in arranging for the Detroit Free 
display of their cards, contract for every help themselves. 


car in a city, say to the number of six from now 





hundred or maybe a thousand, forgetfu? warmed-over chestnut.—Advisor. 


Advertising Manager, INDIANAPOLIS PREss, 


Indianapolis, Ind. 


DEAR S1r—Indianapolis is a great newspaper town and 


very fast growing city. Advertisers who are on the right track 
invariably succeed here. ‘THE INDIANAPOLIS PREss, with 


a stronghold amon 


metropolitan ways and backing, establishes 


advertisers. Very truly yours, 


HENRY J] 


Huber, Druggist. 


PERRY LUKENS, Jr., Eastern Representative, Tribune Bldg., New York. 




















EDITORS’ COPIES. 


The great publishing houses 
have an elaborate machinery for 
sending out their books for re- 
view by newspapers and periodi- 
cals that devote space to this pur- 
pose. Thev have lists of news- 
papers all over the country mount- 
ing up into the huncreds. To some 
of these—a very few, chiefly in 
New York—all the r publications 
are sent, except those of so special 
or technical a character that they 
would interest only the readers of 
technical journals, says the New 
York Tribune. Newspapers that 
are rated below the first class are 
treated with different degrees of 
liberality, according to the esti- 
mated value of their reviews in 
reaching a bock-buying public, 
Some get only a few of the .most 
popular works of fiction. To 
others some houses are willing to 
send books for review if they will 
pay the express charges; to a still 
lower grade the proposition is only 
for a special reduction on the price 
of the books in return for a re- 
view. Of some expensive and lux- 
urious editions only a very few 
can be sent to the press on account 
of their cost. Of a recent volume 
of this sort, one copy was sent out 
by the publishers—it was sent to 
the 7: “bune. 

It is always expected that 
marked copies of the papers con- 
taining reviews and notices shall 
be sent to the publishers; some 
firms, in addition, subscribe to 
clipping bureaus. These notices 
are carefully studied and recorded. 
In many houses an account is kept 
in a special book of every review, 
note or literary item referring to 
the firm’s publications, so that the 
man who has charge of this de- 
partment c can — at a glance the 

racteristics of any particular 
paper in | ee literary depart- 
ment. The notices themselves are 
arefully studied, and in the light 
of what they show as to the liter- 
ary quality and influence of the 
newspapers the lists are frequently 
revised and amended. 
The expense of all this in the 
aggregate is, of course. great. Be- 








sides the cost of the books them- 
selves, 


the express charges and 
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postage are a considerable item; 
though in the case of newspapers 
in cities where the publishersehave 
booksellers as customers the re- 
view copies are sent in the same 
package with the booksellers’ or- 
de. copies, and the booksellers 
are charged with their delivery; 
which, of course, they are willing 
to attend to, because the effect of 
a local review is to increase their 
own sales. The author, of course, 
get. no royalty on the books thus 
distributed —N. Y. Tribune. 





ONE LIVE D DRUGGIST. 
I don’t sit in my store and wait for 
business. When I find a new thing in 
my exploring outside, I make it as well 


as I can, and put it up attractively, and 
charge a good round profit. These 
novelties sell. When the department 


stores or the cheaper concerns catch on, 
and the thing becomes common, I have 
something else ready. As a matter of 
fact, I have a number of customers to 
whom I send all my new goods just as 
soon as I get them out. They don’t 
even come to the store to look at the 
things—know by experience that my 
novelties are all right and up to date 
Never had a single package returned 
when thus sent out. The simple way to 
keep business alive is to keep constantly 





improving it—anybody can set up a 
store and fill it with things that have 
been called for, but hundreds of other 
merchants are doing the same thing 
The question is, ““What will sell over 
your counters?”—Pharmaceutical Era. 
+e — 
IT WOULDN’T DO. 
A. D. Smith—Phonetic spelling will 
never go in the advertising world. 
R. E. Porter—Why not? 
A. D. Smith—Just ima agine a farmer 
lvertising “Sum R Bored.’ 





** woot soap,” 








IN CANADA, 


A stirring question at present 
among the patent medicine fra- 
ternity is the bill shortly to be 
brought before the Ontario legis- 
lature to regulate the sale of 
patent medicines. 

It is planned to have every pro- 
prietary medicine licensed, the li- 
cense to be given for only one 
year at a time, and to cost annually 
$1,000. If this bill carries there 
will be a registrar of proprietary 
medicines who will analyze the 
new product, and if it is deemed a 
proper medicine will give it a li- 
cense costing $1,000 a year. This 
coming bill also provides for the 
entire elimination from _ patent 
medicine ads of any offensive il- 
lustrations of a surgical nature, or 
those which would suggest the 
committing of any crime, as well 
as any misleading statements in 
regard to the curative properties 
of the medicine. Rather a sweep- 
ing reform, and one calculated to 
change the tenor of a good many 
sticks of advertising copy in our 
newspapers. But in the public in- 
terest, a much-needed arrange- 
ment, which will serve to sift out 
the worthless drugs and give a 
sense of security in believing what 
is written of the manufactures 
that conform to the requirements 
of this bill. But the patent medi- 
cine men are protesting—sending 
out circulars, and trying to array 
the newspapers on their side in 
fighting against what they call 
wrong to vested interests. and a 
hindrance to an important branch 
of commerce.” The really helpful 
as well as the merely harmless 
concoctions will not be materially 
injured by such legislation, except 
by the cost of the license. True, 
they must refrain from gross ex- 
aggeration of their curative quali- 
ties; but all will be treated alike, 
and a more moderate style of ad- 
vertising will surely appeal as 
profitably to the public as the 
“snatched from death” style, now 
so prevalent in cure-all ads.— 
Profitable Advertising. 

OMI ER Md 
COPIES AND FIGURES. 
Some circulations consist of copies— 


others are made up wholly of figures.— 
Profitable Advertising. 
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INK. 
THE DODGER MAN. 


On city streets the man who d 
tributes, or, to be more accur 
aims to distribute “dodgers” is a 
familiar figure. It is interesting 
to see how little attention he gets 
from the passing throng, and how 


difficult he finds it to rid himself 
of his literature. The majority 
pass with a look, those who put 
forth their hands for one of 

circulars perhaps not exceeding 


4 


in number one in a hundred \ 
favorite trick of the “dodger m 
is to slip one of his circulars unc 


your arm, from which it qui 
finds its way to the sidewalk. Th« 
street strewn with rejected adver 
tising matter apnears to be 


principal result of this method of 
trying to secure the public fa 

~~? 
OLD CHESTNUTS ESCHEWED 


There have been 
“freak” advertising during the past 
summer than ever before. No one rode 
down the steps of the National Capitol 
on a bicycle at the imminent risk of 
breaking his neck. No over-zealou 
agent climbed to tne top of the Wash 
ington monument and placed a three 
sheet on the utmost pinnacle; few 
resses lost diamonds’ even divorces 
the profession failed to attract mucl 
public notice. It seems that the ultra 
sensational schemes of booming a shov 
have lost their force and the legitimate 
methods of giving value received have 





less instances of 


resumed their sway. But new ideas are 
always in demand. The fellow with a 
new plan to make people talk—and tal 


makes business—has a fortune in his 
e-rasp. The old chestnuts have been 


eschewed.—The Billboard. 








PRINTERS’ 


FROM THE RETAILER’S 


VIEWPOINT. 


Every morning I[ am besieged 
by representatives who wish me to 
take up new goods, and I dismiss 
them as soon as I can by telling 
them that when people call at my 
‘tore for those goods I will buy 
It is the acme of foolish- 

try to force a demand 
the retailer. All goods 
nould be advertised and a de- 
1d created. Every dealer is 
xious to please his customers 
and give them what they call for. 

For instance,when Fels Naphtha 
soap appeared, a personal canvass 
was made of all the tenements in 
town, and free samples given. My 
ge were besieged with requests 
for that soap, as a consequence, 
and T was forced to sell it. Now 
les are dying off, because it 
longer advertised. 

It is the advertised things that 
are sold. I believe that Babbitt’s 
soap is the poorest on the market, 
but its advertising has given it an 
uncommon prestige 

Another thing I have found is 
that a firm cannot afford to stop 
advertising. .A case in mind is 
that of Shrewsburv ketchup. Sev- 
eral years ago that was supreme. 
Then it stopped advertising and 
Blue Label ketchup came into the 
market, used a great deal of news- 
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Its sa 


1s no 


e when he tries, and this 
of that in it, and is a good 
S think it’s the best 
done. If you have 


paper space and thoroughly dis- 
possessed the other. 
I want to sell advertised prod- 
e 
ucts in my stores, and I am not 
going out of my way to sell other 
things at an effort when I can 
keep on with what I have. If peo- 
ple call for it—as they do when a 
new thng is extensively adver- 
tised—it is an entirely different 
matter.—A dvisor. 
~~ 
THE BEST BOOK AD. 
sort of book advertising is 
man says to another: “Say, 
» read that new book by 
int. It is just the sort of @ 
ike. It’s really an interest- 
You know how amusing 
} 





ever 


he’s. 
ever read any of his other books you 


will like this one, and if you haven’t, 
you will like it anyway.”—Current Ad- 
vertising. 
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MAIL ORDERS IN ENGLAND 


There is a great deal in Ameri 
can exchanges about what is 
termed ‘mail order business,” and 
there are even publications _ spe- 
cially devoted to this branch of 
business. In England no serious 
attempt would seem to have been 
made, except, perhaps, in the 
lated departments of patterns for 


1so- 


ladies’ dresses and jewelry of a 
class, to utilize Her Majesty’s 
mails on an extensive scale for 
trading purposes. There is, how- 
— a great business waiting to 

done in this direction. Manu- 
tovtnd of articles which are not 
too bulky should realize that 
amongst the thirty millions of pop- 
ulation in this country there are 
several millions who live in out- 
of-the-way places, where the local 
traders’ stocks are small and not 


too varied. It should be possible 


for people resident in these dis- 
tricts to get goods, which are 
light in weight and bear a 
margin of profit sufficient to 
stand the cost’ of postage, 
at the same price, and with almost 
the same facility as they could do 
if foe 7 0 in one of these large 
towns. The fact must be borne 
in mind that the idea of “‘fires‘de 


shopping,” as it is called, 
attractions to manyminds.—News- 
paper and Poster Advertising 
— 
ON HIS DIGNITY. 
“T get queer 
said an old advertiser, 
customers what 
adver 
ply 
man 
One 


possesses 





answers sometimes,” 
“when I ask my 
~ublication they saw my 
rtisement in. As a rule, they re 
courteously, but once in a while a 
takes the question as an affront 
pompous old fellow told me it was 
none of my business. Another advised 
me to hire a checking clerk. A languid 
voung man referred me to his valet 
But I was worst taken aback by a 
roughly dressed customer once to whon 
I put the usual question: 
“What magazine, may 
my ad in?’ 
‘In all of them, 


I ask, did you 
see 
sir,’ he replied, in 
dignantly. ‘Did you think, sir, from 
my appearance, that I read only one?’ ” 
Youth’s Companion. 
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“CHEERING BY THE HOUR.” — Mrs. 
Joyce desires engagements by the hour to cheer 
the nervous and lonesome, to read to and amuse 
invalids, elderly people and children at their 
homes. Terms on application. Refers by per- 
mission to Miss Grace H. Dodge, 242 Madison 
Ave., N. Y. City. Address Mrs. J. A. JOYCE, 386 
Manhattan Ave., City. 





A NEW THING BEING 
THE ‘‘ OUTLOOK 


ADVERTISED, FROM 


”* (NEW VORK). 
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IN DES MOINES. 
INTERESTING FACTS CONCERNING 
THE ADVERTISING OF ONE DRY 
GOODS STORE. 








I recently obtained an interview 
with Mr. Pettingill, advertising 
manager of the Harris-Emery Com 
pany. Before I obtained my in- 
terview I saw a young man enter 
the office. ‘He had a scheme for 
a student’s blotter. He was to 
print 1,000 and wished Mr. 
Pettingill to take an 8x6 space 
for $10. Mr. Pettingill said: 
“No, if I take that, it means that 
much off our newspaper advertis 
ing. Besides an advertisement on 
a blotter is no good. It would 
be the same as me giving you 
$10." All the young man’s argu 
ments about the cheapness of the 
scheme and_ the desirability of 
student trade were in vain. After 
the young man left Mr. Pettin 
gill submitted to the following 
examination. 

“How long have you been ad 
vertising manager of the firm?” 

“About one year, including the 
period from shortly after the de- 
struction of our old store by fire 
in October, 1899, and _ including 


cross 


the opening of our new _ store 
some months ago on the same 
site.” 
“What media do you use?” 
“The newspapers almost ex 


clusively. We spend more than 
half of our appropriation in the 
daily papers, the other half being 
consumed in various weekly pa 
pers and in our mail order ad 
vertising.”’ 

“In general, what style do you 
use?” 

“IT will say that we employ 
different styles for different pur- 
poses. In our large ads we use 
a style somewhat similar to that 
employed by Wanamaker in the 
New York Times, but we use dis 
play prices and our headings are 
not quite such monstrosities.” 

“What do you think of circu 
lars?” 

“We use circulars occasionally 
in those parts of the city where 
the bull: of the people live who 
do not take the daily newspapers 
We use mail circulars sometimes 


for our fine trade at opening 
other similar occasions, and 
them quite profitable.” 
“Do you use outdoor disp 
“We do not use billl 
street 
flash lights or any form « 
sational advertising.” 
“What media do you u 
your mail order departme: 
“We use newspapers 
sively for our mail ord 
general out of town adver 
picking out the best pap 
h county in the — ter 


eacn 
covered and carrying ads 
typographical 
would be distincti 
unusual, thus tending to g 
advertisements emphasis.” 

“What territory do you 
to cover?” 

We have no definite lin 
beginning within a range 
counties we are gradual] 
tending to cover. the 


size and 


ance as 


part of Iowa.” 
“What was the purpose 
recent canvass you mad 
“In order to ascertai: 


quality and quantity of 
culation of the daiy new 
of this city, we made a h 
house canvass and then 
the canvass by a compat 
our finding vith the n 


addresses shown on the 


per subscription list rl 
abled us to determine, 
total distributed city ci 


of the various newspape1 
ondly, the supplementary 
lation, including _ the 
street sales, the average 
tion of papers free for 
pose of extending circulat 
other classes of circulat 
such paramount import 
the distributed  circulati 


went into the homes of 
ple. For the purpose 
racy, in judging the valu 


periodicals we ascerta'ned 
clusive 


by which we mean. the 


of copies distributed daily 


homes in which no otl 
newspaper goes. Then 
tained the number of coy 
went into homes where the 
newspapers were delivered 


cars, programmes, bam 


circulation of each pape 
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this way we are able to ascer- by means of a careful estimate 
tain the exact amount of distri- based upon our experience in the 
bution between each paper and dry goods trade in this city, to 
every other paper. In making estimate the average annual pur 
the canvass and in comparing re- chases of dry goods of each of 

‘ns, we carefully classified fam- these four classes. We are able 
turt | ; 
ilies visited into four classes, therefore to deduce the total 
4B, C and D; A class repre- average annual purchase of dry 
sate ciate anaemia 
PAPAL DD LDPPL PPL PLL PPL APL PPP PPP PPP PPP PPP PPP 
> > 
4 
, OF ALL THAT IS GOOD IOWA AFFORDS THE BEST. 2 
3 ~~ mg EO 
$ } Observations aSwore $ ¢ New Elegance in $ 
$ } On Black Silks. Every.  § Dress Trimmings ¢ 3 
> body 1 we necessary in the brief > 
4 es 2 
g Nol A > 
2 Depart- 2 
$ ment > 
4 Store $ 
1 y On TIS—C 4 SPESALTY, 3 
aT mery Co. $ 
$ LAL Ss RTZULELS 2 
> 
it 7 $ 
> : 4 
A New Silk Dress or 4 
it 3 
" Tailor Made Gown $ 
4 > 
x 7 Of course it is not economy to buy > 
el > a thing you don't need and cannot 4 
: afford, but there are different ways of < 
4 dooking ata matter You can buy cheap $ 
he 4 Silks and cheap Dress Goods, but they $ 
> will always look cheap even when they > 
7 M4 ° are new and they will look shabby be- mer 2 
> } New Materials for fore Christmas if you wear them But ¢ Best Ladies > 
‘ Tailored Gowns. a well made dress of rich black Peau de 4 
> a Soie or a Man Tailored Suit in wool that $ 
3 a tk will wear for years and the stylea do not > 
be ZA up from tw: change enough to put you outof fashion 2 
ied 9 ptr To buy such e dress is real economy P 4 
of > the rich bieck of colered witli And besides, you'!| make an impression $ 
' > , " wherever you go as a woman of taste $ 
And > and refinement $ 
, $ 
> 
CUIE SILAS E~A ery bt q 
Aarns-Cme. mery bo. $ 
tion 4 VERE & ROWULERS. 3 
S 4 
. $ We want you to be ‘lope to your 4 
> home institutions Bui when you $ 
> cannot buy satisfactorily im your owr $ 
» town we ask that your patronage be given > 
to an lowe Store We carry Md best 2 
y stock of Fine Dry Goods between Chicag - de cee 3 
> and Denver —"" ‘ $ 
hy ; 2 
» ELEGANT LINES OF SAMPLES MAILED ON REQUEST ANYWHERE. 5 4 
Ps , ia ee Te Ee 
tha WAAOAAAALR AP AR APRAPRPAAP PD PAP PA AADRAR ARPAPRAPRPPPD OPP PPPAPS 
pe a — ——— - —_— we ” 
accu senting the wealthy people, B goods of the clientage of each 
I class representing the people with newspaper, considered in _ the 
€ eX omfortable incomes who bought light of its own exclusive circu 
ape! the same class of goods as the lation and the amount of its cir 
mo wealthy people, C class repre- culation duplicated with each 
into ’ one 
ei enting the average citizen with other daily pape This enabled 
in income less than $1,000 and us to make a very close approxi 
: D class representing the very mation of the value of each news 
ye poor, In this way we were able, paper as an advertising medium 
otnet , 
| In 
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for selling the class of goods 
which we desire to handle. 


“Who made the canvass: 

“We made this canvass through 
the employment of college  stu- 
dents during their vacation, by 
this means securing the nearest 
approximation to disinterested 
and conscientious service. The 
names and appearance of these 
young men were unknown to the 
newspaper circulators, and as we 
required reference of the _ presi- 
dent of the college of which they 
were students, it was impossible 
for any newspaper to work itsown 
agents in among our canvassers. 
The result was an unbiased can 
vass.”” 

“What were tke results of the 
canvass ?” 

“It is impossible to speak of the 
results, as the findings in regard 
to each newspaper were confiden 
tial and it would not be proper 
for us to avail ourselves of the 
information secured from the 
newspaper subscription list to 
inake a statement for the benefit 
of every one. The newspapers 
concerned will doubtless make 
public the findings so far as their 
individual paper is concerned.” 

“How much do you spend for 
advertising ?” 

“Our advertising appropriation 





is based upon a percentage of the 
business done and _ accordingly 
varies from month to month as 
the business varies. We = spend 
in advertising, as a rule, fro1 
$1,500 to $3,000 per month yur 
advertising is en. arrassed 

what by the fact that ther 
two other stores of equal s 
the city, and as they sell vi 
lines of merchandise which w 


not handle, our advertising must 
necessarily be somewhat larg 

our lines in order to maintain 
our strong position We - sell 
dry goods, carpets and millinery 
and do not handle any of the 
usual department store lines ex 
cept ladies’ jewlery and _ station 


ery.” James D. Ma 


sietemaiamnndleiiaias 
CONSTANT EFFORT NECESSARY 

The success of some and the failure 
of other big manufacturers of patent 
medicines is an eloacuent tribute to the 
effectiveness of continuous adverti 
It is necessary to keep any good 





advertising—that is, the expenditure of 
a large sum of money one year 
cutting off of advertising bills th« 

has proved ruinous to many co 
It would be far better to put out 
lar and steady line of advertising than 
to overwhelm the public all at once. It 
is true that to introduce a new artick 
it is necessary to expend fortunes, but 
nothing, however efficacious, wil 
known to everybody unless printers’ ink 
and the billboard continue to be em 
ployed.— Billboard. 











SPIRO 


SPIRO 


ing for it. 


SPIRO 


SPIRO 





Sells Neckwear at 24c and 48c that is prettier and better than 
any other in the city at these prices. 


Sells Underwear at 42c, 75c and $1, all of which is wool. It is 
enough better than any other at the price to warrant your com- 


Séetls Paris Dress Shirts at 98c. We know of no better white 
or fancy bosom Shirts even at $1.25 elsewhere. 


Sells Men’s Working Pants, woolen ones, at $1.48 pair. 


1867188 ASYLUM ST. 


Prove it. Stock’s waiting, 











RATHER UNIQUE, 
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CIRCULATION COUNTS. 
From the Advisor. 

General advertisers can cover 
New York pretty well by. using 
two daily newspapers in a liberal 
way. A good combination is the 
Herald and New York Journal— 
morning and evening editions— 
and the Evening Sun. 

Another combination of merit is 
made up of the New York Jour- 
nal—all editions—and the Sun— 
morning and evening. 

The Sunday Herald and Sun- 
day Journal have a combined cir- 
culation of nearly 700,000 copies. 
It is safe to count on an average 
ieee readers to a copy—thus giv- 
ing advertisers a circulation of 
practically 2,100,000. 

The Sun has a larger circulation 
on week davs than on Sundays, 
and the Evening Sun makes a 
specialty of its Saturday editions 

Advertisers will find that the 
use of too many daily newspapers 
the metronolis does not pay. 
Many leading general adver 
tisers make it a point to use one 
da‘ly in each of the leading cities. 

In iNew York, the one leading 
daily is the Journal. It claims to 
have a larger circulation than the 
World, Times, Tribune and Press 
on Sundays—and its statement is 
undisputed 

The advertising rate of the 
Journal on display is 40 cents a 
line—subject to discounts of 2o per 
cent, and I5 per cent on 40,000 
lines to be used within a year— 
thus bring’ng the rate down to 
$.272 per line. 

The lowest rates in the other 
papers mentioned are as follows: 

The Il’orld, 40 cents per line; 
the Times, 40 cents per line; the 
Tribune, 30 cents ner line; the 
Press, 30 cents; total, $1.40. 

The above rates are subject to 
the same average discounts as are 
granted by the Journal—20 per 
cent and 15 per cent, thus reducing 
the contract price on 40,000 lines 
to about $.922 per line per inser- 
tion in all four papers. Thus ad- 
vertisers who use all five of the 
papers mentioned pay $.65 more 
Ner line for this advertising than 
the Journal charges. 

Where is the argument? 





Circulations averagealike. There 
are more merchants who read the 
Journal than there are who read 
the rival papers mentioned. 

The fact of the matter is that 
newspapers of large general circu- 
lations pay advertisers, while 
newspapers of limited circulation 
do not. 

The Advisor unhesitatingly and 
imparticlly proclaims the New 
York Journal to be the best and 
lowest-priced advertising medium 
in the United States. It stands 
supreme in that respect. 

Theories are all very nice, but 
many of them are exploded when 
they bump against experience. 
Every fair-minded general adver- 
tiser finds from experience that it 
is circulation that pays. Fine-spun 
theories about class of circulation 
fall to the ground when put to the 
test. The politician who was de- 
feated and ascribed his loss of the 
election to a lack of votes was a 
philosopher and a statesman. Ad- 
vertisers who fail to get returns go 
no further than that the condition 
is due to lack of circulation. 

Circulation counts—and it is the 
onlv thing that does count in ob- 
taining results from advertising. 

The masses respond to advertis- 
ing—the classes dco not. Nearly 
every prominent advertiser who 
uses so-called high-class news- 
papers exclusively will tell you 
that advertising does not pay. The 
advertiser who goes after the 
masses in the popular mediums 
finds it almost impossible to keep 
pace with the growth of the trade. 

In order to succeed in advertis- 
ing, the largest circulation at a 
fair price pays better than the 
small circulation at a low price. 

It is far better to use 10,000 I'nes 
a year, for example, in the New 
York Journal than to use 2,000 
lines a vear in each of the other 
paners above mentioned. 

The advertiser will get far better 
results in pursuing that policy. 


. o 
GOATS AND GIRAFFES. 

You must study vour people; don’t 
fly too high; remember that there are 
intellectual goats and intellectual gi 
raffes; if you put your advertising fod 
der on a plane for the giraffe to under- 
stand, the goat will starve, but if you 
put it where the goat can understand, 
all may be reached.—-Western Druggist. 
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NOTES. best poem, twenty dollars for the . 


menus, a similar sum for the best w 

In the North American Review for of given music, fifteen dollars for é 
December: The Jubilee of the Print- drawing of a farmyard, and five d r 
ing Press. . for four best reasons why its med 
P . . ; should be taken. The company s 

Mr. E, T. Perry has been ippointed be written to for particulars. 
manager of the New York office of the 
Montreal Star. Put Albany (N. Y.) Evening J 

I : ” sameeren: Fay . gets out some attractive novelties ne 

n Gunton’s Magazine for December: {5 a little leather book which is 
The Integrity of Newspaper Discussion, “Keeps You Out of Trouble.” | 
by George Gunton one finds needles, some black and 

tue Lord & Thomas Advertising thread, several pins of various si? 
Agency (Chicago) are aiming to secure black and white, safety pins in 


ie) 
iS) 








business for agricultural papers Sizes and colors, a piece of court 1S 
Tu pellate divi . a 2 alee ter, a shoe lace and two buttons 

1. HE appelia Be ivision has alirmed the fastened shut by a clasp, and gives the 

decision that the city of Rochester has ppe of a tiny pocketbook 





the height of 
sIx feet. 


the right to reg 
boards to not exe 

THE \ untry 1d ertise? which, we 
are told, is “published monthly in the 
advertising interests of the country mer- 





interesting teature oft the 
um (N. Y.) is a 
and portraits of the Q 
»f the day Messrs e! 
Gilder l y, Bur 























chant and business man,’ comes from ribner’s 
\rnold thers, Grenoble, Pa. It is a Walker 
tiny four-page sheet, for which twenty n | 
five cents a year is asked It may be ae J 
worth that ; , “1 

PENROSE’'S xcess Year-Book should ney olf 
be in the ha of every advertiser in [unsey's, Mass Jor f 
terested in the various methods of pic ir, Miss Gilder 
ture reproduction The pictures in it given place 
ire worth several times the price, which \ RECENT dispatch to the As te 
is $1 50 In the [ ed States it may press from St. Petersburg te 
re obt 1ined & Ward, 289 the card catalogue of American 
Fourth ave ing merchants and manufacturer 

Tue Hotel ' ry. which is situated Was sent to Consul-General Hall re 
it Put-in-Bay Erie, Ohi cently has already proved its it 





issues a little booklet in which it tell Col. Holloway got the newsp s 
how it served almost a thousand meals insert a notice about the matt 

st received inquiries for addresses 
twenty-four hours. He has alre 
inquiries from a dozen persor 
vhom desired three or tour cl 
iddresses. One Moscow mercl 





i day, as well 
tails. It is a 


not more so tha 





the good taste 


expect F 
mitted a list of twelve classe f ex 
UH spittle wi ted ae ot porters whose addresses he de 


Me., has appointed S. S. Vr 














50 Nass street, New Y Tuts bulletin board idea on t 

f its advertising business f« of the October Munsey was th a 

suuitside of the State of Maine . minimum of $50,000 to Munsey lag 

Vreeland is authorized to ine. It did more for the Oct is 

tracts upon the same terms ilone than $50,000 would have e fo 

iulvertising agents the same cc it, spent in the ordinary channe 

s the home office vertising. It resulted in a net eas 
: : - in sale of over 25,000 copies O 
ie: ag of adverti ing 1 make oF 4. id at the present. writi: like 

ianos by having some noted performer increase is shown in the sale f tl 

use that particular kind en tour is fast November number. But. thi ea is 


issuming proportions of such magnitude 
n the line of expense as to stagger be 
lief. One of the most noted players 


not restricted to October and 
alone or to Munsey's Mag 
Its ultimate value to my publishing 














“ id pine — ie = ies a Ae terests cannot now even be approx 
< tananm Sha ecamn' Peace mated.—F. A. Munsey, m 
Vi ‘g Rees og Vaga » for December 
Tue R way & Steamship Folder Dis [ue managers of the evits ‘ ky 
play Company has recently been organ- ters and the ecwepene wks ta 
ized to carry on throughout Canada that h ave locked hort ped 
quest! of theater passes, at at t 





the display of folders in racks in the 
leading stations, ticket offices and hotels, 
and to distribute folders and other print- -. : . ‘ ey 
ed. matter to coupon ticket offices and rhe “ea er have — a 

exchange offices. The company’s head ‘$Y opr the number 7 P + 
office is 16 Manchester Building, Me —— oe. ; Be seepage 
Nuaiks ctveat: Paccals under an agreement made some yea 


+] 


present time it looks as 
newspaper men would come 





ago, the newspapers made a s| r 

Tue Pepsin Syrup Company, of Mon- of $1.50 per inch for advertising, t 
ticello, Ill., offers twenty dollars for theaters agreeing to allow ¢ ne 
the best worded advertisement of ( 1 four seats at every performa 
1 . 1 f 





well’s Pepsin Syrup, ten dollars f re eight newspaper 
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theat« in Pittsburg, which means a 

1 of 256 seats for the week. Re 
cently theaters have endeavored to 
combine against the issue of passes to 
the press except for a night perform- 








ances.—Fourth Estat 

AN uptown ake took a novel way 
of advertising the fact that he would 
have s > especially fine beef for those 





who aan a choice roast for their 
Thanksgiving dinner. Three heavy 
trucks that had been decoratively fenced 
into pens were loaded with fat cattle of 
the Swiss breed, their black coats care- 
fully dressed, and horns appropriately 
beribboned. Strings of sleigh-bells at- 
tached to the four horses that drew 
each of the trucks served to attract tl 
attention of the passerby as well as of 
upants of houses on the streets 

zh which this novel procession 
passed. On each side of each truck was 
astened a huge cloth placard on whicl 
ain ted in large letters, “Finest 
the world Prize- winning herd 
great Pittsburg (¢ attle Show.” 
course the name of 
the scheme worked 
knows, for he said 
beef that the cattle would 
veen sold before the animals 


hered.—N. Y. Times. 


























Some ING in the nature of a guer 
rilla warfare between the housekeepers, 
legislators and judges of Philadelphia 
and the enterprising advertising agent 
with his iste-paper advertising is go 

1 that city. Some time ago the 
phia council passed what was 
known as the ‘“‘waste paper’? ordinance 
forbidding tradesmen and _ advertisers 
placing advertising matter under front 
doors or wing it into halls and 


Under this ordinance two men 
ned each $20 for placing circulars 
in envelopes under the front 
wellings From this judgment 
1en appealed, claiming that coun- 
1 no right to invade private prop- 
etermine what should and 
uld not be placed thereon. 
e, of Court No. 1, has now 
convictions on the theory 
city in the exercise of its po 
was bound to prevent. the 
ning encumbered by the dis 
tribution of advertisements and waste 
aper, 1 therefore had the right to 
such material being placed 
is liable at any moment to 

















wi er the streets,’” adding that 

stibule is thus made a deposit 

a simple mode of delivery to the 
pavement.”’ \ 2 Times 

oo 

A NEGLECTED OPPORTUNITY. 

In my stable I am using a patent 

dust-proof cover for carriages. It i 

automatic and adjustable. You “pull 





the string,” it “does the rest.” It 
should be in use in every stable in the 
country where there are fine carriages 
to be kept from the dust and dirt, and 
yet I have never seen an advertisement 
of anything of the kind, nor have J 
seen the cover in use outside of my 
wn stable. To my mind, an article of 
lis nature should be introduced largely 
through. magazine advertising.—E. G 


l'uch 
1 Ve 








) 
WHY HE WOULDN’T SUBSCRIBE. 

“I was a country editor in Indiana 
about twenty-five years ago,” said a re 
tired newspaper man. “One day an old 
farmer who had been one of my con- 
stant readers for three years, always 
paying in advance, came into my office 
and said he wanted me to quit sending 
him the paper. was curious to know 
why, because he had been on the books 
so long. Then he told me he had missed 
from my columns a patent medicine ad 
vertisement in which was a testimonial 
from him of the efficacy of the medi 
cine. He said as long as the advertise 
ment appeared he and his family al- 
ways turned to it the first thing when 
they got the paper, and that his chil- 
dren were accustomed to talking about 
‘pop’s name bein’ in the paper.’ 

“T explained to him t + the contract 
for the advertisement had expired and I 
could not run it without pay. But this 
failed to satisfy him. He insisted that 
his paper should stop at once. I wrote 
to the advertising agent explaining the 
incident, and I secured a renewal of 
the advertisement. Then the old sub- 
scriber’s name again went on the books. 
I am the only country editor I ever 
heard of who made money by losing a 
subscriber.”—N. Y. Sun. 

~~? 

A PERIOD OF DEVELOPMENT. 

Twenty-five to thirty years have been 
sufficient to make advertising an art 
worthy of its thousanas of followers 
with its schools and its graduates, its 
masters and its novices, and the field 
broadens from year to year, limited 
only by the brain capacity of the men 
who follow it.—Louis P. Darrell. 


+o 





‘ DIAMOND TYPE 








24 PRINTERS’ INK. 


JOHN WANAMAKER, BOOK 
AGENT 
PeEKSKILL, N. Y., Nov. 30, 1900. 
Editor of Printers’ INK: 

Since John Wanamaker began strug 
gling with the Century Dictionary he 
has shown his ability as a_ book agent 
par excellence. To a list of names evi- 
dently secured at a bargain from some 
agents’ directory house he sends reply 
postal cards. This is his mess 

‘The attached card will bring you, 
without expense, an explanation of our 
‘Million Dollar’ sale of the Century Dic- 
tionary and Cyclopedia and Atlas, de- 
tails of our half-price offer, and sample 
pages of the work itself. We _ believe 
the ‘Century volumes’ are the ten best 
hooks for everybody, and you. In of 
fices they are consulted daily as the 
acknowledged authority on. trade, com 
merce, professional and general busi- 
ness by thousands of business men, 
bankers, lawyers, doctors—everybody 
In the home, with their quick, clear an 
swers to the thousand and one ques 
tions that come up constantly, they have 
rendered useless the old ponderous ref 
erence books. Through our Century 
Club you can buy the volumes ——— 
set) at half price. You can pay that 
half price in the easiest of monthly pay- 
ments. You need pay but a trifle down 

“The attache ill bring you 








ge: 











I 1 card wi 
full information.” 

The attached card which is to do so 
much reads: 
ae Date ak 
John Wanamaker, New York ( 
Dear Sir—Please send to my_ ad 
ess, as below, specimen pages of the 
Century Dictionary and Cyclopedi 
Atlas, with details of your H 
offer, description of the bindings, etc. 

Name 


ddress. 


dr 
l 








Fill in the above blank lines, detach 
from other card and mail To-Day 

The bait is very alluring. Many of 
us enjoy looking over specimen pages 
and so lots of the servant girls and of 
fice boys who received the cards wast 
ink in replying to them altho 





“full information’’ is of 
didn’t know it was loaded 
Mr. W. is a man of his 
“specimen pages” and 
tion” are duly sent—by means of a 
agent Ingenious, isn’t it? What 
a Yankee peddler Honest John would 
make! Kari M. SHUMAN 





+o 
FRC »M IT AL Y. 
ConsuLar Service, U.S.A. 
FLORENCE, Nov. 14, 1900 
Editor of Printers’ INK: 

I send by this mail copies of the 
Italian papers published in Rome, Flore 
Milan and Turin. They all issue three a: 
tions dailv which are sold in the cities of the 
kingdom for five centimes or one cent The 
Tribuna of Rome recently changed hands as 
well as politics, I believe. The price paid was 
525,000 lires. My sending wou these copies 
may be, as the Italians say, ‘“‘carrying water 
to the sea,”’ but if you do not have them already 
they may be of interest. 

PRINTERS’ INK comes regularly 

Very truly yours, 
Epwarp C. CRAMER. 


le ding 





IS IT TOO DEAR? 


KNOXVILLE, Tenn., Nov 
E¢ a" of Prinvers’ INt 
A clipping is going the rou 


nds « ie 


trade publications which is credited to 


Vewspaperdom, 

The clipping states in 
‘Reckoning on the agate li 
fundamental and referring t 
demanding neither position 1 
sition, the unit is xxx for 
city daily. with circulation 
»,000, one-seventh to one-fot 

The Sentine 
6,000 and has averaged over 





part tr 
ne tne 
o | ess 
lor ¢ 

the 

up 

irth 


circulation exceeds 


6 for 


the past year Now, if 10,00 


tion as stated is worth one-f 
per thousand, 6,000 circulatic 


yn 


ourth 





six-fourths cent on a basis o 


one-fourth cent per thousan 
cent a line for 6,000. 

Our rate for advertising 
line quantity and over is 
confident quality 
with the worth o 
rhe Sentinel 1s 
1ocratic state, a 





county and a Democratic city It 
the patronage of the official 
government It takes the fu 





f the A ciated Press 





is an eight-column_ eigh 


every day except Saturday, 
twelves or more pages, and 
rger ditions issued 
mete Treaplte the facts set 








we find that many advertiser 
contend that 


vertising 
| and many stay ¢« 
that They 

We canne 


re definitely except 





sworn affidavits, unless they 
one to examine it 
Very respectfully, 
THE KNOXVILLE SENT 
>> 
“AN ADVERTISED ART 
Bertin, Ont., Nov. 
Editor of PRINTERS’ INK: 





wing f 





vertised 


and Adit? 





irs cordially, 





cle’’: Adicle, 





De 





nN 


rt nvince 





INEL Co 


3 ) 


GeorGeE W. STARNAMAN 


New York, Nov. 3 900 


Editor of Printers’ INK: 

W hy not take the first an 
lables of an ivertised 
call it *“*Adicle’’? It trips ligl 
tongue, is euphonious and 





word. 3 


-o 


\ SUGGESTED IMPROVI 


Curcaco, IIL, Dec 
Editor of Printers’ INK 
In re page 19, issue Prt 
Nov. 28th A most serious fa 
to me in the ad painting 


shown in the picture at Wise 


Nowhere on the side does tl 
the goods appear, and a fell 
to go to all drug for wl 
ning Remedies” should stan 
letters on each side of the | 

Cartes |} 


-—— ~—_ 





THERE is no business that 
successfully advertised 
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1. GARD. 


cannot be 
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WHAT SOME PUBLISHERS ASSERT. 


** said in my haste all men are liars.”—Psalm cxvi., U1. 





The paragraphs in this department are inserted without any charge or 
payment. A publisher who has a good story is invited to tell it as tersely as 
he can, setting up the most substantial claim he habitually uses to influence 
advertisers. Although a publisher need not necessarily refer to any paper but 
his own, there will be no objections to comparisons. What the publisher 


sends is published as coming FROM HIM 


It is his privilege to praise his own 


paper all he likes, for what is wanted is what can be said in its favor. What 
he does say, however, ought to be true—adsolutely. 


CALIFORNIA. 

Fresno (Cal.) Republican (1) Daily 
and weekly—has the largest circulation 
of any paper published in the Seventh 
California Congressional District 

Los Angeles (Cal.) Western G) 
(1).—Is correctly termed “The Collie 
Weekly of the West.”” It is so bec 
of its typographical appearance; the way 


in which it covers its especial field: the 








class of ads it carries Ask us about 
advertising rates. 
ILLINOIS 
Chicago (Ill.) Alkaloidal Clinic (1) 





During the past decade the Clinic has 
been steadily widening its influence and 
increasing its following among the medi 
cal profession. With the beginning of 
the new decade and of the new century 
the ( ic will take another step for 

1, wi will place it in a class al 
’ The January issue and 
every issue thereafter will be 30,000 
copies, representing over one-fourth of 
all the merabers of the American pro 
fession. In view of this increased cir 
culation, always guaranteed and regu 
larly substantiated, and of the weight 
and influence and capital which this 




















position and clientele absolutely insures, 
the Cl during roor will be in a bet 
ter position than ever to promote the 


and profitably serve medical 
ASSACHUSETTS 

(Mass.) Advertiser (1).—Is 

paper in the city Goes into 

and counting-rooms of the 

stantial people of New Eng 





is recognized as USI 
family morning paper Its 
anufacturing, commercial and 
tures are unsurpassed. s 


sing medium to reach people 
money to spend it is un- 





MINNESOTA 
Duluth (Minn.) News Tribune (1) 
aily paper that pretends to 
circulation in both Du 
Superior, cities with a com 





tion exceeding 84.000 It 
aper with a complete c 
both cities, and is the 
paper that reaches all 
Range towns on the 


day of publication. It is the only paper 
that reaches all towns between Duluth 





EXPLANATION. 
: . 

(1) From printed matter emanating from 
the office of the paper and used in connec 
tion with its correspondence 

(2) Extract from a letter or postal card. 

(3) Extract from the columns of the paper 
appearing either as advertising or readin 
matter. ’ 7 

(4) By word of mouth by a representative 
of the paper 


and the Red River Valley on the day of 
publication, and is the only morning 
paper at the head of Lake Superior, or 
within 150 miles of it, printed every day 
in the year. 
MISSOURI. 
Joplin (Mo.) Daily News-Herald (2). 
len years ago Jopiin’s population was 


9,943. To-day it is 26,023 (official cen 
sus report, 1900) len years ago the 
Daily News and Daily Herald were Jop- 





lin’s leading and only newspapers. To 
day the Daily News-Herald is the leaa 
ing newspaper of Joplin with an average 
daily sworn circulation exceeding 5,000 
Joplin is the metropolis of the great and 
prosperous Missouri-Kansas lead and 
zine region and the Daily News-Herald 
is its greatest newspaper. 

St. Louis (Mo.) Weekl 
The actual sv 
of the St. Louis Week!) 
for October, 1900, w 











Globe-Demo- 
rn circulation 
Globe-Democrat 
156,118 each is- 
and advertising 
agate line per week. 
NEW YORK, 

ghamton (N. Y.) Leader (2). 
tual average circulation of the 
every issue fer the past year 
Daily 12,059, weekly 7,640. No 





crat (1) 











sue, 312 
rate is 





36 per we 





72 





daily claims over 8,oo0. The 
is fully 50 per cent ahead of its 
competitor. The weekly Leader’s 


lation is greater than all the Bing 
weeklies combined Further 
, the Leader is the accepted and 
1 “Want” medium, carrying 
a whole page of genuine, live ads 
of this kind every day. This is more 
than double the amount carried by the 
other two dailies combined. This one 
feature makes the Leader a housenold 
necessity in every family in Bingham- 
ton and surrounding territory. It tells 
the tale of circulation and there is no 
mist: about it—-or escape from it. 

New York (N. Y.) American Messen- 
ger (1).—Is taken by earnest, thought- 
ful, well-to-do people, who value the 
paper for the kind and quality of the 
reading matter which it contains. T 
subscribers to the American Messen 
are accustomed to reading and answe 
advertisements. We know this bec 
many of our list were procured through 
advertising in other neriodicals, and our 
own advertisers report an unusually 
large percentage of replies for the size 
of the circulation. We know by expe- 
rience the richness of this advertising 
field, and should be glad to communicate 
with you concerning the cost of its cul 
tivation 

New York (N. Y.) Elite Styles (1) 
We wish to state that every issue of 
Elite Styles to date has cost the pub- 
lishers more than ten times the amount 





— 
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of its total advertising revenue. There 
is not another periodical anywhere that 
can show the same independence from 
advertising patronage, based on abso- 
lute reliance upon paid circulation at 
10 cents per copy, and which remains 
profitable at that. We do not underrate 


the value of an extensive advertising 
patronage. We never disputed the cli- 
ent’s right to exact information and 


honest service, nor the agent’s right to 


a reasonable compensation. No _ space 
in this magazine was ever held too sa 
cred for any good advertising display, 


and our rates are undisputably the low 
est of any magazine having a paid cir 














culation. All these facts must be ad 
mitted by any general advertising agen 
cy having had business with us. Yet 
the result thus far has not been pro 
ductive of vertising patronage, and 
we take this opportunity of stating these 
facts, in order to convince those who 
have business to place that they will 
be missing good thing if they should 
fail to include Elite Styles in their lists. 

New York (N. Y.) Literary Digest 
(1).—A sworn statement of the circu 


lation of the Literary Digest each week 
for the six months enaing July 1, 
shows total issues 1.518, weekly av 
erage 58,385. This accounts for the 
uniformly surprising results obtained by 
users of advertising space in this period- 
ical at the rate charged. t ne 
appoints a customer 
Nunda (N. Y.) 2 
42d vear, of oldest and best 
weeklies in Western New York. 
clean list of 1, subscribers made up 
of the best families in Southern Living 
ston County, thus oftering to advertisers 
one of the best mediums in this field 
PENNSYLVANIA, 
Philadelphia (Pa.) Medical World (1) 
medical magazine to 
publish a full detailed account of its 
circulation; and it is the only one that 
does so regularly sistently, month 
after month after year 
Claims of others ye circulation 
are ne more 
“special 
] 


1899, 


00: 


ver dis 


(2) Is in its 


one 








s the 

















ust 





issues.”” Our regular issue is 












larger than most “special 3 
sides this, our readers are devoted ir 
an unusual degree it they call 
their Wortp. It is for they use 
it as a medium of e of views on 
current medical prol difficult cases, 
etc. The editor acts “chairman,” or 
“‘moderator,”’ as the Baptists would say 
This kind of medical journalism is not 
only very popular, but it is far and 


away the most helpful kind of journal 











ism that has ever been conceived, when 
the c litor can if r his reade with 
confidence and enth This is wh 
the World reader by”’ it 
Pittsburg (P: Commercial Gazette 
(r) An incre of over thirtv per 
cent in solid circulation, all paid for, 
in four months. and that in the dog 
days, i8 something of which we need 
not be ashamed. Still we are by no 
means satisfied; and we expect, before 
m?nry months, to show figures that wil! 
make the present look small by com 
parison. We think the Gazette is now 





at least as good a paper, in re 
spect, as any published in tern 
Pennsylvania We expect to make it 


better than any published west of New 


INK. 


York. To do this will, of course, take 
time, but the public will not be slow to 
note the improvement, and then k 
out for figures. 

OHIO, 

Toledo (Ohio) Blade (1).—Has the largesf 
circulation of any daily published in Ohio, out- 
side of Cleveland or Cincinnati. Its circula- 
tion is larger than all the other daily papers ot 
Toledo combined. Its average is over 21,000 
per day. On Saturdays 24,500. The Weekly 
Blade goes to every State and Territory of the 
Union—circulation 170,000. The best political 
weekly advertising medium in the United 
States. 

PENNSYLVANIA. 

Philadelphia (Pa.) Church Standard 
(1).—During the last year the circula 
tion of the Church Standard, which 
ers every State in the Union, and 
countries beyond, has been very lar 
increased. The methods which 
proved so successful are being ft 
developed. The Church Standard fil 
an unique place in American church 
life. It is also its most influential or 
gan. These are not our words. The 
tcstimony is that of the fathers of th 
church, supplemented by the 
widening circle of our readers. 

Philadelphia (Pa.) Insurance Vews 
(1).—If you have anything of higu 
to advertise, try a journal that reach 















men who make large salaries and com 
missions and who also spend them. We 
reach the presidents. managers, general 
agents and brokers of all the life, fire, 
accident and casualty insurance ym 


panies in United States, Canada, Mexico 
and Europe. 
TEN NESSEE, 


Knoxville (Tenn.) American Home 
(1).—Somewher in America a new 
home is planned for or decided upon 
every hour of every day. The people 
who do this are” the mioney-savers, 
hence money spenders of the nation 


They are careful and conservative, know 





what they want, and are prepared t 
buy. They are the people reached by 
American Home. As a medium for 
as no magazine can lead it in the 
relation of cost to space used. 
Knoxville (Tenn.) Business Maga 
zine (1).—Is attractive and interesting 
It’s read from cover to cover and 
“passed around.”’ If you have anything 
to sell to merchants, we can bring you 


in easy access to more than fou 





sand in the Southern States. J 
wish to reach consumers, we can intro 
duce your goods to the very best class 
business men and their families—people 
who have the money to pay for what 


they want. 

Nashville (Tenn.) Mercha and 
Manufacturer (2).—Is devoted to the 
mercantile and manufacturing interests 
of the Southern States; it has therefore 
gained the confidence and a large patron 
age from the merchants and manu 
facturers of this section. Each issue 
reaches 10,000 of the best business men 
in the South, men who buy the best and 
pay for it. 

WISCONSIN 

Milwaukee (Wis.) Herold (1).—Reaches a 
majority of the German homes in Milwaukee 
We guarantee the delivery of 11,175 papers 
daily at Milwaukee homes, and over 3,000 in 
adjacent territory. Total guaranteed paid cir- 
culation 14,500, 
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NEEDED. 
They've told us what we needed, 
And what we ought to do: 
“Uneeda Jinver Wayfer,”’ 
“Uneeda Biscuit,” too. 


It’s strange they haven't hit on 
The thing we need the best, 
And said in type the largest: 
*Uneeda rest. 
Advis r. 


SELF-CONFI- 


--— ——- 
THE MAGIC OF 
DENC 

A man’s success in life is usually in 
proportion to his confidence in himself 
and the energy and persistence with 
which he pursues his aim. In this com- 
peting age there is li. .e hope for the 
man who does not thoroughly believe in 
himself. The man who can be easily 
discouraged or turned aside from his 
purpose, the man who has no iron in his 
blood, will never win. 

Half the giant’s strength is in the 
conviction that he is a giant. The 
strength of a muscle is enhanced a 
hundredfold by the will-power. The 
same muscle, when removed from the 
giant’s arm, when divorced from the 
force of the mighty will, can_ sus- 
tain but a fraction of the weight it did 
a moment before it was disconnected. 

What miracles confidence has 
wrought! What impossible deeds it nas 
helped to perform! It took Napoleon 
over the Alps in midwinter, it took 
Farragut and Dewey: past the cannons, 
torpedoes and mines of the enemy; it 
led Nelson and Grant to victory; it 
has been the great tonic in the world of 
discovery, invention and art; it has 
helped to win the thousand triumphs in 
war and science which were deemed 
impossible. 

The man_ without self-confidence and 
an iron will is the plaything of chance 
the puppet of his environment, the slave 
of circumctances. With these he is 


king, ever master of the situation.— 
Success. 
a 
NOT FOR QUITTERS. 

If there is one enterprise on this 
earth that a “quitter” should leave 
severely alone, it is advertising. To 
make a success of advertising, one 


must be prepared to stick to it like a 
barnacle to a boat’s bottom. He should 
know before he begins it, that he must 
spend money—lots of it. Somebody 
should tell him, also, that he cannot 
hope to reap results commensurate with 
his expenditure, early in t..e game. It 
is the man who has money to invest 
profitably; who believes the investment 
will pay, and then, beginning to spend 
money, stays in the game to the finish, 
who makes a success of advertising. 
Adver fe om doesn’t jerk. It pulls. It 
begins very gently at first. So gently, 
in fact, that you would hardly notice it. 
But the pull is steady. It increases 
day by day, and year by year, until it 
finally exerts an iresistible power. It 
may be likened to a team trying to start 


a heavy load. A thousand spasmodic, 
jerky pulls will not budge the load; 
while one-half the power exerted in 


steady effort will start and keep it mov- 
ing.— Mississippi Valley Lumberman., 


REPETITION. 

It takes repetition to bring success in 
advertising. No one, two or three-in 
sertion order avails. The business must 
be kept before the public or the public 
will think it has failed and lose interest 
in it.—Miller Purvis. 


_ 


Classified Advertisements. 











Advertisements wide: 


r this head two linesor more, 
aie oo nay, 2 ust be 


5 cents a line. 





anded in one week in advance 
WANTS. 

DVERTISEMENTS for the EVENING Post, 
4 Charieston, 8, C 

oS ~ ee D AIL Y JOURNAL, Asbury Park 
Z . Cire’n2,lo7. Rate 7 cents an inch. 

“IMELY editorials, all subjec Write for 

rates. H. L.GOODWIN, Mé siden Ste. Boston. 


DVERTISEMENTS for the paper with large “ 
local circulation in Charleston, 8. (.—TH 





EVENING Post 

\ * ANTED —- somebody with a good 
adman. That’sme! GEO. B. WILDS, JK., 

Wickliffe, Kentucky. 


| rere ALD’S NEWSPAPER MEN’S EXCHANGE 
recommends competent rep’rs,editors & adv’g 
men to pubiishers. 15Cedar St., Springfield,Mass. 


\ ’ ANTED—To sel! at low figure a growing 

farm paper property worth double price 
asked. No better opening in the South for a 
hustler. E. E. ADAMS, Lebanon, Tenn 


ww ALESMEN’S Clearing House, 37 
. Bldg., Chicago, register trave le 
sol’rs, mfrs. agt=, canv'rs, m. 0 
lines. Full service tolls vary. 





Commerce 

r=, sideliners, 
houses, see ad 

Lines filed free 


FIRST-CLASS advertising and all pom 
F newspaper man, with fine record and able 
to manage any paper, tg: nto an engagement 
in larger field after Jan, *K. ’ Printers’ Ink 


INGLES—Adve rtis sing — for all trades 
That is my speciaity. They are the pithy 
pointed, practical kind, and are profitable at the 
price. “‘ JACK THE JINGLER,” 10 Spruce St ,N.Y. 


_ ASBURY PARK DAILY JOURNAL wants 
yourad. Covers the city and five village S 
ry afternoon; eight pages ; circulation, 2,15 
cents an inch. Sure results. Asbury Ps ark, 
New Jersey 
gets a 


; VERY ad preferred peace in the 
4 Xmas number of the DAIL YJOURNAL, 

N. J. Twenty pages lithographed 
0 « -opies guaranteed ; 15 cents an inch, 
for inch or page. 


\ ’ ANTE D—Position as manager or editor of 

newspaper in town of about 25,000. West 
preferred. Experienced in newspaper business. 
Printer, liberally educated, sober, steady, indus 
trious. “C. "care Printers’ Ink. 


‘RADE PAPER PUBLISH RS—Journalist of 
wide experience writes original articles,cor 
respondence and interviews. Photos, if desired. 
Translations from fore ‘ign exc hanges. wM. C 
HIRSCH, Postoffice box 2241, New York. 


( yk 2DERS for 5 line adv rtiseme — ‘ weeks $10 
in 100 lllinois newspape 00 circula 

pm n —— other Western weekly papers sam 
ate eae on application. CHICAGO 

NE WSP APE mi INION, 10 Spruce St., New York. 


\ 7E will pay $10 for the design for a trade- 

mark best adapted to our business. De 
sign must be simple and striking and character 
istic of medicinal preparations. Address THE 
ii —- MEDICAL CO., Box 1140, Bos 
, Mass. 


Vy 7 ANTED—Man to take charge of rural and 

city circulation of small city daily. Must 
be good solicitor and able to aid in building up 
and maintaining list of 5,000. Splendid opening, 
for man of ae Address ‘* HUSTL 
ce.re Printers’ Ink 


7OUR advertising can be improved if you 

would oniy think so. Why not give me 

a chance to demonstrate that Iam the man 

who can improve it! I am now open fora 

change and would like to corre spond with you. 
Address “ EXPERT,” care Printers’ Ink, 
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KF‘ J)REMAN printer has $400 to invest, with serv 
ices, in established ¢ omposing room, wee kly 
preferre a. Particulars vo “PU SH,” Printers’ Ink. 


WANT to do the “advertis sing for some firm 
who expect results and are willing to pay for 
knowledge, experience and ability. Address 
“ HUSTLER,” care Printers’ In 
CHANCE to learn the linotype and details 
4 Special rates to operators desiring mechan 
ical course. Every branch rece ge ee 
re ference, Mergenthaler Linotype Co., New York. 
rite for catalogue. Mi.RG EXTHALER, LINO 
TY PE SCHOUL, 61 ,N.W., Washington,D.C 
— ee = 
PHOTO ENGRAVING. 
‘HE STANDARD ENGRAVING CO., 61 
St., New York. 





G St 


Ann 





COIN CARDS. 
wt Q PER 1,000. Less re; any 
.) THE COIN WRAP P ER CO., Detroit 
— 
ILLUSTRATORS AND ILL! STRATIONS. 
] c. 8 sagt = CO., Wood k-ngravers, 10 Spruce 
St ork Service goodand prompt. 
+e 
WINES. 
| yet ¢ HAMPAGNE IS MADE, sentfree. C. E. 
VEZEY, with Brotherhood Wine (« 
New Fook t ity. 


printing. 
. Mich. 








H \LF TONES. 


= FECT copper halt tones, 1-col., $1 ; larger, 
10c per _ THE YOUNGSTOWN ARC EN 
GRAVING )., Youngstown, Ohic. 


te 
CALENDARS. 





te NDARS~— 5x7, halftone cut of Niagara 

WO, $5.50; 1,000, $10, including your ad 

F , 4th & Chestnut Sts., Philadelphia 
- _ 


PRESS CLIPPINGS. 


‘(PoE MANHATTAN PRESS CLIPPING BU- 
KEAU, 2 West ith St., N. Y., gives the best 
service ot press clip’ngs. Trade items a specialty 
+o 
POSTAL CARDS BOUGHT 
TNCANCELLED printed or addressed postal 
cards : ene egg tr for cash 3UR es 
MANUFACT RING CO., 614 Park Row Bldg..N 
— 
SPEC 1 iL REPRES SENTATIVE, 
IT D. La COSTE, 
. 38 Park Row, New York 
special representative for leading ‘daily news- 
papers, 
LETTER BROKERS. 
ETTERS, all kinds, received from newspaper 


4 adve rtising, wanted and to let. What have 
you or what kind do you wish to hire of ust THE 
EN OF LETTERS ASs’N, 595 Broadway, N.Y. 





_—_ ~o 
NEWSPAPER INFORM: 1TION. 


ee latest newspaper information use the lat- 

est edition of the AMERICAN NEWSPAPER DI- 
RECTORY, issued Dec. 1, 1900 Price, five 
dollars. Sent free on receipt of price. GEO. P, 
ROWELL & CO., 10 Spruce St., New York. 

——- 
"PRE MIUMS. 
YELIABLE goods are trade builders. Thou 
\ sands of suggestive premiums suitable for 


publishers and others from the foremost manu 
Pac turing and wholesale eae rs in jewelry and 


kindred lines, 700-p. ill’d list price catalogue 
free, S. F. MYERS CO., 48-i So 52 Maiden Lane, N.Y. 
- +e) 
SUPPLIES 
\AUGE PINS, 3 for 10¢. PRINTERS SUPPLY 
A CO., Grand Island, Neb. 


¥ paper is prised with ink manus acture od 
y the a VILSON PRINTING INK (6 


auesial elton 42 


Lta. yt wth 
cash buyers 


At w York. 


PRINTERS’ 











INK, 





IMPOSING STONES. 


13 » EST quality Geor 
two inches thic 


ia marbie imposing st 
) cents square foot 


a THE GEORGIA MARBLE FINISH. 
ING WORKS, Canton, Ga. 
PENS. 


vss tY Effsey Falcon Pen is perfect, for each 
4 pen is individually tested. Gross $1. rT 
Red Bank, N J 


VW! have a special offer for newspaper n 
wanting fountain pens for their own use 
or as premiums PERRY PEN CO., Box 
Milton, Wis 


ple box We. THE PAUL CO. 


_— 
NEWSPAPER METALS. 

\ AYBE the stereotype, electrotype, linotype 

+ or monotype metal you’ve been using ex 

actly meets your requirements. At the sum 


time there may be reasons why you’d rather buy 
of us. Then Jet us have sample of your metal for 
analysisand we'll duplic. ate it to adot. E. W 
BLATC HFOR D & CO., 54-70 N. Clinton St hi 
cago. *“ A Tower of Strength.” 


a nae 
ADDRESSES 


G ‘ ET in contact with the — Lists of farm 
ers and nume Sie other classes of people 

furnished by RK. NIEMEYE R, Benton Hart 

Michigan. 

\ AIL order names, up to date 

have ordered within 30 days. Price $) per 
1,000 or 15,000 names for $10 DOWNEY & 
HENRY, 167 Dearborn St., Chicago, Il 


Mothers who 


eae 
MAILING MACHINES 


wi AIL - R’S DELIGHT, labeler, 
DICK, 43 Ferguson Ave., Buffalo, N y 


YRINTERS’ INK uses Wallace & Co,’s Address 
ing Machine, 
The Cosmopolitan Magazine, 
The Delineator, 
The Ledger Monthly 
and s« ore sof the large publishers of the cour 
VALLACE & CO,, 10 Warren St., 


99 pat..g12. KEV 


80 does 


« +o = 
BUSINESS OPPORTUNITIES 
Las Y haves in prosps rous growing city near 


York ine chance to make valuable 
Gross 200. Fair 





property annual business 


plant, good circulation, $10,000 to $15, ash 

necessary. Reference required, EMERSt N I 
HARRIS, 150 Nassau St., N. Y 

» EPUBLICAN weekly paper in Central \. 5 In 

favor with Governor-elect. Must be sold 

in th rty days for personal reasons, Gross an 


nual business $6 000, eg $2,500, Plant i 
tory, $3,800 Price $ Township 6,000, 
without delay EME SON P. HARRIS, 
sau St., New York 








+o 
FOR SALE. 


AIR Puncture-proof Tires, | 
ROH.50.5 ROADSTER TIRE 


repaid 
J 


CO., Camde Nw 
3UYS a complete bound file of 

al I ; k 
¢ 00 PRINTERS’ INK (32 volumes Address 
“ p.1.J.,” care Printers’ Ink, 10 Spruce St., N. Y 
jromsane One half interest in the Princeton 
BANNER, a Democratic newspaper iood 


paying bus news. For further particulars apply 
AT 


to GEORGE LETT, Princeton, Ky 
Boe SAL! —At a bargain. a modern Goss “Clip 

wen parrcinne Drees Prints 8 pages of 
Is. Jin. inrunning order. Stere« 








machinery ‘BANGOR PUB. ( ‘O., Bangor Me 

( yNEY A FEW LEFT.—l am cleaning house, and 
have a few books of June, 1899, edition of the 

American Newspaper Directory on hand that I 


wish to dispose of. Send me 30 cents to pay the 


“xpressage and | will send youa copy. Address 
PETE R DOUGAN, 10 Spruce St., New York 
~« VERY issue of PRINTERS’ INK is religiously 


4 read by many newspaper men and printers, 
as well as by advertisers. If you want to buya 
paper, or to sell a paper, or type or ink, the thing 
to do is toannounce your desire in a classified 
adve rtisement in P — RS’ INK. The cost is but 
25 cents a line. As a rule, one insertion will do 
“Address PRINTERS’ INK, 10 Sprace 





the bus siness. 
St., New Yori 
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ADVERTISING 
\I' EK RCHANTS,mfrs. 


AGENTS. 


—— order men who want 









live” salesmen #’ts every w here —— 
send for bargain lists 1 cing “ want ad ” pape 
HI NGERFOKD & DARRELL AG’CY, Balto., Ma 


i onal 
ADVERTISING 


NOVELTIES, 
>R ONZE letter 
Write. H. D 


ah 





5. Gun metal ‘<a 
PS, Ansonia, Conr 








Bed IN genuine ¢ ontederate money for only 

S00 ver CHAS. D. BARKER, Atianta, Ga 

et the purpose of inviting announcements 
of Advertising Novelties likely to benetit 

reader ax well as advertiser, 4 lines will be in- 

serted under this head once for one dollar 

| OOK here! Increase your subscription list 
(0 per cent in 3 months by offering | set (6) 


handsome solid silver metal teaspoons for every 
year’s subseription, paid in advance. Costs you 


me Our price to you, gross $4; or gross $8 
ash with the order. Beautiful goods, never 
ar ont. Semple —— 0c, stamps. Address C. 
I “BA LEY & CO., Chicago, Il. 
aad — 
ADVERTISING MEDIA 
7 EVENING POST, Charleston, 8. C 


EVENING POST, Charleston, 8. C. 


i ioe 
‘ike 
= lng 


‘(HE 


EVENING POST, Charleston, 8. C 


EVENING POST, Charleston, 


s.c 
EVENING POST, Charleston, S. C. 
i aie EVENING POST, Charleston, 8. C 
Ts best advertising — in Charleston, 


, is, THE EVENING Pc 
] ARI WARE DEALERS’ 9a 
ple copy 10 cents, New York ¢ 
‘HE EVENING POST, of Char abet ed 
claims the largest local circulation. 
ka ofticia 
Charlestor 


sam 


dg aoe a all 
n, 8. C 


tity advertising of 
» THE EVENING Post. 


gt RTISING agents serving their clients 

d honestly, call up TOILETTES ; estab, 1881 

4( WORDS, 5 times, 25 cents. ENTERPRISE, 
Brockton, Mass, Circulation exceeds 6,000 


T page 1,000 cireu., $16.70 
P ATHFINDE R Pathfinder,D.C, 


BAs K-COVER quarte« 
) 12 times, $180. 


)EACH the best Southern farmers by planting 
\ youradsin FARM AND TRADE, Nashville, 
Tenn. Only 10c. a line. 


NY person advertising in PRINTERS’ INK to 
va the amount of $10 or more 1s entitled to re- 
ceive the paper for one year 


» inch ad inthe REVIEW, 


Gees 30 for a trial 4 
N. Then watch the re 


Newark Valle 


sults Yi u will find ‘that advertising pays. 
i HE advertising forall he “i ‘partments of the 
city of Charleston, . is done under 





contract exc este ly in THE ne . ENING Post. 


DVERTISERS’ GUIDE, New Market, N, J. 
< Circulation 4,500. sample free Mailed 
postpaid 1 year, 25c. Ad rate, 9c. line. Close 24th 


A WEB perfecting press, linotype machines 
and a building of own is evidence of 
the areipe rity of THE EVENING Post, of Charles 
ton, 


fhe EVENING POST. Charieston, 8. C., will 

publish want advertisements at one cent a 
word net; 5) inches display far $15; 100 inches, 
$25 ; 300 inches, $60 ; 500 inches, gv0; 1,000 inches for 
$165. Additional ¢ harge s for ‘position and break- 
ing of column rules. 





ae 4 T seven eighths of the advertising done 
fails to be effective because it 1s placed in 
papers and at rates that give no more than one 
eighth of the value that might be had by placing 
the same advertising in other papers. If you 
have the right advertisement and put it in the 
rem papers, your advertising will pay. Corre 
ondence solicited Address THE GEO. P 
WOW EL rou: ADVE i TIS ING AGE NCY, 10 Spruce St., 
le 


IN 





MAIL ORDER. 


HERE’S money to be made in mail order ad 
vertising. Write for our money making 
system. It will be sent postpaid for ten ceits 
SAWYER PUBLISHING CO., 525 Temple Court, 
New York City. 
— 


NEW SPAPE ¢ BARG: AINS. 


we BUYS a good Republican weekly in 
2 S00 Ohio. Keasonable terms 

* gT.s00 buys a good weekly proposition in Ore 
gon. $900 or more down 

$1,900 buys a good Democratic weekly property 
in Ohio. Reasonable terms. 

38.000 buysa lively daily proposition in Con 
necticut ; large field. $5.00 cash required 

$7,000 buys the best weekly (syndicate) newspa 
per business in New kngland. ~ Profits past yar 
over $5,000 and increasing. $4,0000r more cash 

$5,000 buys half interest in fine daily business 
in lowa, Easy terms to a good newspaper man 
and will not sell to any other 

Newepaper owners can secure reliable men tor 
ar ny de spartment in newspaperdom via 

. DAVID, Abington, Mass., Confidential 
Br sker ond Expert in Newspaper Properties. 
—-— 


IDVERTISEMENT CONSTRUCTORS 


( YEORGE R. CRAW, mail order 
1 Box oe, Cle Ohio. 











advertising. 


Send facts 
.. Trenton, N. J 


QAM PLE retailer's ae $1 wM 


‘ WOODHOU SE, 





Trial 





DVICE any b —— ss or adv. subject $75 
b 


4 ads $1. WILSON, Kenton, Ohio 
a $1 each, booklets $1 a pa CHA A. 
d WOOLFOLK, 446 W. Main St., fe ouisy ille, 3. 





a ED SCARBORO, writer 
ing. Request estimates. 


of forceful advertis 
20 Morton St., Bklyn. 

YRINTING, long or short runs; art or ch % 
style. M. P. GOULD Co., Bennett B!dg., N. 


QE VERAL special propositions for shoe retail- 
ers. Write for particulars. HOLLIS COR 
BIN, 253 Broadway, New York. 


DS that pull. Give us a trial at ic. each. We 
e ads too Ovees ADVERTISING 
Y 


AGENCY, Newark Valley, 
rw ENTIETH century ads for every line of 
business fetch- 


ideas and prices that are 
ako. B. WI S 





ing. DS, JR., Wickliffe, Kentucky. 


| AUNCHING a new business? Whether it wil 
4 bean ocean liner or a catboat may depend 
on the advertising Let us start you right 
SNYDER & JOHNSON, Advertising Wmters and 


Agents, Woman's Temple, Chicago. 


= ( pF ourse you want them.” 12 ILLUSTRATED 


CHARACTERISTIC ADS for Christmas and Holi- 


day season, by the author of the popular adver 


tising works, “ Helps Over Rough Places,” 


*Nuggets,” Ete. A series of bright, snappy, 


up-to-date Christmas and Holiday ads, enlivened 


ty strikingand apprc priate cuts. I will furnish 


the twelve ads, together with “ matrice of cut” 


for illustration, for one dollar. Can be adapted 


to any line of goods. Just what you need for the 


Holiday trade. Only cne series sold in the same 


city Original, 


Address E. J 


attractive, trade-bringing ads. 


SALT, Advertising Mgr., F. & R 


Lazarus & Co., Columbus, Ohio. Write quick 


» ESULTS!—That is w hat Ta always aim atand my 

\ customers often wonder at the acctiracy of 
my aim. |! write, illustrate, design and print all 

c<inds of advertising lite rature in a neat, clean, 
convincing r, just the way it should be 
done. Send along a ee and see if 1 can 
not hit the “ bull’s "ye f trade for you. Also 
send for my booklet. * Te "polls ars a Thousand.” 
It will interest you Address WM. JOHNSTON, 
Manager Printers’ Ink Press, 10 Spruce St., N. Y 











FRANK R. CARTER, 
ONLY MEDICAT, NAME HOUSE ON EARTH 


12 EAST 42ND ST., VW YORK. 
(Telephone 4353 38th.) 





CLASSIFIED ADDRESSES. 
Established 1894. 

The appeal direct. The only house of its kind in 
the world. The only modern method of direct 
advertising. For manufacturers, specialists, nov 
elty dealers, department houses, ete., ete. 5,000 
reliable correspondents and reporters represent 
ing nearly every city and hamlet in America 
General offices, 12 East 42d Street, New York 

HOW CLASSIFIED 

The Press Exchange—our branch - maintains a 
corys of reliable correspondents, over 5,000, who 
cover nearly every remote locality in the United 
States and Canada, from whom we receive week 
ly reports of all happenings in their respective 
neighborhoods. 

Addresses are furnished to our patrons on 
blanks compiled from original reports, the latter 
showing name of compiler, date and indorse 
ment of some local merchant, official or physician 
as proof of accuracy. We receive about 
fresh names weekly 


200,000 
None are retained over one 
year 

SPECIAL. 

We can attend to addressing and mailing for 
houses having inadequate facilities for large or 
Capacity 150,000 daily. 
leges are also furnished to 
use a New York City address 


rush orders. Mail privi 


concerns wishing to 


New classes or subjects are constantly being 


sided, Should you not seein our list just what 
you want, please write, stating subject and 
quantity desired. Send your literature if pos 


sible, enabling us to more intelligently suggest 
the class of people you are after. 
DO THEY PAY? 

Please note that nearly all the successful busi 

ness men in the country are their 

business through our unigue system of advertis- 


increasing 


ing. Send your circular to any one needing your 
goods and you are bound to secure orders. Here 
are a few of our patrons 

Dr. J. W. Blosser & Sons, Dr. R. V. Pierce, John 
Wanamaker, The Mail & Express, Loring & Co., 
Carson, Pirie, Scott & Co., 
Publishers of 


Schlesinger & Mayer 
The Vickery & Hill 
Pub. Co., Sterling Remedy Co., Greene's Nervura, 


Comfort, 


Protherlood Wine Co., Chocolate Emulsion Co., 
Cc. B.& Q. RR. R. Co., Home Pub. Co., Canadian 
l’acific R. R. Co , Phelps Pub. Co., Garver Pub. 
Co., Copeland Medical Institute, National Book 
Co., American Tea Co., Lyon & Healy, Capital 
Paper Co., Johann Hoff’s Malt, Goodyear Supply 
Co.,, International Food Co., Monroe Chemical 
The Patent Record, The Penny Magazine, 
The Viava Co., Erie Medical Co., Flemer & Felmly, 
Fay Mfg. Co., Harvard Pill Co 
Medical Inst.. B. Pub. Co., Interna- 
tional Pub. Co., Larkin Soap Co., Modes Co., Ir- 
ving Medical Inst., Dr. O. W. F. Snyder, Stevens 
Chair Co., Vernal Remedy Co., Drevet Manufact 
8. Medicine Co., Mme. Yale, Antler 
Tea Co., Pardridge & Netcher, the Chicago Dem- 


Co., 


, F. Hiscox, Alpha 
F. Johnson 


uring Co., U 


FRANK R. CARTER, 
ONLY MEDICAL NAME HOUSE ON EARTH 
12 EAST 42ND 81 YEW YORK 
(Telephone 4353 38th.) 








PRINTERS’ INK. 





FRANK R. CARTER 
ONLY MEDICAL NAME HOUSE 


ON EART 
12 EAST 42xp ST., NEW YORK 
(Telephone 4353 38th 


Mfg. Co., Hall Chemical 


Home Granula Co., Fra 


ocrat, ©. A. Edgerton 
Co., Jackson News Co I 
lin Putnam, Smith, Kline & French Co., Wheeler 
Chemical Works, and hundreds of others eq 

as well known in the business world 


WHAT THEY SAY 
Newspaper Maker says 


ABOUT 
The * Frank R. ( 
is aman possessing more real knowledge of 


US. 


persons’ troubles than any being on earth le 
is the originator and successful promoter of the 
most unique system of direct advertising k wn 
to the * * Mr. 


patronage of 


world. * Carter enjoy he 
the k 


houses, who fir 


a large number of 
medical and agent’s supply 
this method an economical and valuable all 
newspaper advertising.” 

C. 1. Hood & Co 
ystem.” 

Dr. F. E. 
20,000 daily up to one million names.” 

1.8 
ment) 


You certainly have a fine 


Greene (Greene's Nervura Shi} 
Johnson & Co 
“We want N 


entire country.” 


(Johnson Anodyne 
KE. States first, then the 





The Vickery & Hill Pub. Co.: “ Expre im 
mediately 350,000 namcs of invalids.” 

The Sterling Rem Co. (Cascarets rhe 
test lot proves as represented. llease enter 
order for 250,000 names of afflicted 


as per recent order.’ 


World’s Dispensary Medical Ass’n (Dr. Rh. V 
Pierce):—“ You have always sent us correct 
names. Please ship daily if possible 

James Foster & Co,:—‘* Your system 


doubtedly the only way to reach afflicted per 


sons direct 


W. H.Gannett, Prop. Com/fort:—*‘ Send 100,000 


recent names as Classified below. Ship by ex 
press.” 
The Home:—* Send us 100,000 names « mail 


order buyers.’ 
E. W. Hoyt & Co. (Hoyt’s German Colog 
We want 490,000 names as indicated by 
spondence, shipping 50,000 each month 
Hydrogen 
150,000 each 


Charles Marchand (Peroxide of 
“We you to address 


month throughout the year.” 


ete.) want 


Dr. D. A. Williams:—** Newspapers are bringing 
no returns at all. We are going to use 
names right along.” 

Petit Pattery Co.:—“ The first lot panne 
well. Deliver 50,000 next week if possible 

The An.erican Review of Reviews:—‘ \\« ra 
up to two millions if your names cont 
pay us.” 

Vernal Remedy “Ship 1,000 names daily 


as explained in former letter.” 





W.E. Pritchard, M. D.:—* 1 must ackn edge 
it is the most unique system I ever saw the 
line of advertising. I have been adverti g for 
the last fifteen years but this surpa all 
systems known to me.” 

S. Saint Bonnet, Bordeaux, France Y« ure 


highly recommended to us as an expert in adver 


FRANK R. CARTER, 
ONLY MEDICAL NAME HOUSE ON EARTH, 
12 EAST 42nD ST., NEW YORK. 
(Telephone 4353 38th.) 
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ONLY MEDICAL NAME HOUSE ON EARTR, ONLY MEDICAL NAME HOUSE ON EARTH, 
12 EAST 42npD ST., NEW YORK. 12 EAST 42nD 8ST., NEW YORK. 
(Telephone 4353 38th.) (Telephone 4353 38th.) 
tising. How can we influence sales of our wines E. W. Hoyt & Co.:—We will use 500,000 more of 

in America!” your names. They are paying us all right.” 

Dr. Greene Nervura Co.:—“ The one million we Parks Mfg. Co.:—“* We have cancelled all news 
had last fall paid us. You may send us two paper advertising and will use your names 
million more. ’ extensively and exclusively.” 


































































SUBJECTS AND KATES 
NAMES ARE NEVER KEPT IN STOCK, BUT COMPILED TO ORDER FROM LATEST OBTAINABLE REPORTS. 





























. = Per Min Lots 50,000 25,000 10,000 1,000 
MEDICAL NAMES of 100,000, Lots. Lots. Lots. ot 
140,000 Asthma, $3.50 $ 3.50 $ 3.75 $ 4.00 
16,00 Blind Persons, 7.00 
),000 Bald Heads, 3.00 3.50 4.00 
nt). 3.00 3.50 4.00 
Bright’s Disease, 5.25 
Bronchitis. 3.00 3.50 4.00 5.00 
Constipation, 2.00 2.50 3.00 400 
Consumptives, 5.00 6.00 7.00 , 8.00 
Cancer Sufferers, 8.00 9.50 10.00 12.00 15 00 
¥ Catarrh, 2.00 2.50 3.00 3.50 4.00 
215,000 Crippies, 8.00 9.50 10.00 12.00 15.00 
220,000 Deaf Persons, 10.00 12.00 14.00 15.00 20.00 
240,000 Dropsy, 8.00 10.00 12.00 15.00 20.00 
528,000 Dyspeptics, 2.00 2.50 2.75 3.00 4.00 
1500 Ear, Loss of, 20.00 
485,000 Facial Blemishes, 2.00 2.25 2.50 2.75 3.00 4.00 
3,000 Fits, 20,00 
695,000 Female Complaints, 2.00 2.25 2.50 2.75 3.00 4.00 
12,000 Gout, 6.00 7.00 9.00 10.00 
000 Heart Disease, 10.00 
000 Hay Fever, 600 8.00 10 00 
62,000 Inebriates, 2.50 3.00 4.00 
170,000 Kidney Troubles, 3.00 3.25 3.50 4.50 6.00 
10,000 Limb, Loss of, 8.00 9.00 9.50 10.00 15.00 
1,000 Nose. Loss of 20.00 
575,000 Nursing Mothers 5 20 » 2 4.00 
60,000 Nervous Exhaustion ” 2.25 2) 4.00 
5”),000 Nervous Debility (men), A) 4.00 6.00 
140,000 Obesity, 3.00 3.50 5.00 
15,000 Paralysis, 8.00 
213,000 Piles, 2.00 225 2.50 4.00 
260,000 , Rheumatics, 2.00 2.25 2.50 400 
15,000 Ruptured Persons, 20,00 
260,000 Skin Diseases, 2.50 2.75 3.00 5.00 
1,000 Stammerers, 20.00 
4,000 Tumors, 10.00 
2,000 Tonsilitis, 8.00 
1,000 Warts, 20.00 
MISCELLANEOUS NAMES. 
5,000 Amateur Photographers, 8.00 
375,000 Active Agents & Canvassers 200 4.00 
60,000 Artists, 6.00 
164,000 Bicyclists, 2.00 400 
120,000 Book Buyers, 2.00 400 
243,000 Cigar Smokers, 2.00 4.00 
30,000 Farmers, 1.50 4.00 
400,000 Catalogue Names, 1.50 4.00 
200,000 Dress Pattern Buyers, 2.0 5,00 
2,000 Foreign Names, 10.00 
246,000 General Novelty Agents, 2.50 2.75 3.00 5.00 
2,000 Hunters and Trappers, 10.00 
Inventors, 6.00 
Lady Agents & Canvassers, 2.50 4.50 
Suit Buyers (men), 2.50 4-50 
Mail Order Buyers, 1.50 3.50 
Marriages (recent), 3.00 6.00 
Music Teachers, 5.00 
Piano Owners, 0 3.50 5.00 
Red Haired Women, 8.00 
Soap Buyers, Families, 1.00 1.50 400 
Sheet Music Buyers, 2.00 4.50 
J Small Investors, 6.00 
450,000 Toilet Article Buyers, 2.00 4.00 
500,000 Tobacco Users, 2.00 450 
100,000 Unmarried Men, ~.O0) 5.00 
300,000 Unmarried Women, 2.00 5.00 
25.000 Western Home Seekers, 7.00 
175,000 Magazine Subscribers, 2.00 4.50 
160,000 Hypnotist Believers, 2.50 5.00 
155,000 Christian Scientists, 2.50 3.00 5.00 
All names are compiled on specially designed Trade lists, physicians, ministers, school teach- 


blanks containing twenty-five names each. ers, ete., furnished also. We address your en- 
Shipped in Packet Envelopes of 1,000 names each. velopes if desired, Address all orders to 


The graduated rates are due to comparative cost FRANK R. CARTER, 
of compiling small orders 12 East 42d St., New York 
FRANK R. CARTER, FRANK R. CARTER, 
ONLY MEDICAL NAME HOUSE ON EARTH ONLY MEDICAL NAME HOUSE ON EARTH, 
12 EAST 42nD ST., NEW YORK 12 FAST 42ND ST., NEW YORK 





(Telephone 4353 38th.) (Telephone 4353 38th.) 
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PAN-AMERICAN 


BUFFA\0, 








2 = . .. ~~ . 
BBY co ee The . NEW YOUR STATE BUILDING 





New York Building Pan-American Exposition, 

The New York State Building is to bea permanent edifice. 
The material of which it is being constructed is white marble, 
and the style of architecture is that of a Doric Temple. At the 
close of the Exposition this magnificent structure will become 
the property of the Buffalo Historical Society. It will cost 
upwards of $170,000—the State contributing $100,000 of the 
$300,000 appropriated by the Legislature, and the Historical 
Society and the city of Buffalo contributing the balance. 





All the li 
Street Cats j 
falo, Niagara 
Lockport an 
awanda, eith 
direct or t 
to the Exp 
grounds. W 
our lithogt 
folder. 


We control the advertising in all lines 








GEO. KISSAI 


378 MAIN STREET, 
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—— 


AN EXPOSITION, 


‘FAIO, 1901. 
4 


| the lines of 
t Cars in But- 
Niagara Falls, 

















port and ‘Ton- 
da, either run 

or transter 
le Exposition 











Albright Gallery of Art—Pan-American Exposition. 


Toe > 
ds. \ rite for The Albright Art Gallery will cost more than $400,000. 


It is to be a permanent building of white marble. After 


lithographed serving the purposes of an art gallery for the Exposition it § 


will become the permanent home of the public art treasures 





of Buffalo. It is the gift of Mr. J. J. Albright, a citizen of 
Buffalo. 


ll lines of the International ‘Traction Co. 





ie ee 


SSAM & CO., 


tain ten BUFFALO, NEW YORK. 
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TISERS. 


PRINTERS’ 
A JOURNAL FOR ADVEI 
tar Issued every Wednesday. Ten cents a 
copy. Subscription price, five dollars a year, 
in advance. Six dollars a hundred. No back 
numbers 
t= Being printed from plates, it is always pos- 
sible to issue a new edition of tive hundred cop- 
ies for $30, or a larger number at the same rate. 
t@ Publishers desiring to subscribe for PRINT- 
ERS’ INK for the benefit of advg. patrons may, on 
application, obtain special confidential terms 
te If any person who has not paid for it is re- 
ceiving PRINTERS’ INK it is because some one has 
ubseribed in his name, Every paper is stopped 
at the expiration of the time paid for. 
ADVERTISING RATES : 


Classified advertisements 25 cents a line: six 
words to the line; ee arl measure; display 50 cents 
a line; I linesto the inch. #100a pave. Special 


ent additional, if grant- 
nt for cash with order. 
OSCAR HERZBERG, Managing Editor 
PETER DOUGAN, Manager of Ads ertising 
and Subscription Department. 


New YORK OFFICES : No. 10 SPRUCE ST. 
LONDON AGENT, F. W. SEARS, 50-52 LuD- 
GATE HILL, E. C 


_NE W YORK, 


position twenty-five per c 
d; discount, five per ce 


DEC. 12, 1900. 


Tue Denver (Col.) Post says it 
is “an American paper for Ameri- 
can kids from six to sixty 





Test your ads on yourself. In- 
sert none that would not appeal 


you, if you were a purchaser. 


PRUNING down improves most 
ads. Trees bear more fruit when 
some of the limbs are cut off. 





In a letter to Mr. Herzberg, 
the managing editor of PRINTERS’ 
Ink, the Sawyer Publishing Co., 
of Waterville, Me., 


Permit us to say in all fra 


says 





ness that, 


in the whole field of advertising litera- 
ture, you are one of the very few € 
tors who knows how to € rhere is 





so much “tommyrot” in 

erature nowadays that it is refreshing to 

read matter that is so well put together 
pea 


A FAULT common to many ad- 


vertisers i3 that while  pre- 
paring their ads they have 
in mind, and try to improve 
upon, the announcements of 


other dealers in the same line. 
They attempt to talk louder than 
their competitors do, and as a re- 
sult their announcements read 
strange, unnatural and not infre- 
quently contain exaggerated state- 
ments. In writing advertisements 
an advertiser ought to be himself. 
He should write as if he is the 
only dealer in town. Space used 
in reviling or imitating one’s com- 
petitors is rarely well used. 


“GEORGIE,” in the Chicago 
Times-Herald, in noticing the 
business chances our ancestors 
missed, takes notice of one as fol 
lows: 

_ Anuther mistake they made in Olden 
times was not having a Good advertising 
manager when they went on the Crew- 
sades. Think of all the Good one-nite 
stands they could have made going and 
cumming, with the standing Room on 
sine out every time Richard the Lior 
Harted was on the Bills. 








From Greenfield. Ohio, comes 
tiny four- page sheet -vhich calls 
itself * Results, a monthly journal 
fer ‘vertisers.” It is badly print 
ed and a poor excuse for a PRIN1 
ERS INK baby. It costs ‘semnts 
five cents a year and is publish: 
by Alfred Cannon. Of it th 
Southern gree Company < 
Norfolk, Va., writes 

If this is your infant, please nu 
it carefully, and Pres it is old enoug 
send it to a grammar school It nee 
lots of milk now. We can scarcel 
without this copy, but feel that it ne 
your loving c > 

THE December number of J/ 
Clure’s Magazine contained 1go pag 


of advertising representing 487 adve 
tisers, classified as follows : 




















Publishing Books, etc....... 43 Pag 
Miscellaneous . Ratheeneeuel ’ 
Wearing Apparel eee 
Soap and Toilet Articles... ..16 
Food Products = pehwcecee 
Household F urnishings as -13% 
Musical Ins truments 9 
Typewriters, Office 

and Supplies 818 
Cameras and Supplies 6% 
Cut Glas je Silver, ete. 6% 
Medicinal . nace 514 
Subscription Agencies 5 
Sporting Goods 4% 
Educat 4% 
He alth Exercisers, etc 2° 

In the December issue 
Success appears a_ six inch adver 


the College of Jou 
nalism. It is rather a convincing 
announcement save for the point 
which the following letter from 


tisement of 





PRINTERS’ INK corresponde 
makes: 

Can you please tell me what ber 
the advertiser expected to derive f 
the inclosed ad? Jeing recommend 
by such noted writers and being 
he i nent of Murat Halste 
him ollege is doubtless a 
thing But here is it located? V 
ire would-be journalists to direct 
of inquiry? Or is the college 
known to most t rcople as to need 
dress? It uld seem that a bad 


take had been made 








PRINTERS’ 


EveEN good impressions won't 
t forever. The advertiser must 
ceep right on making good im 
pressions. 





[n the Tribune’s automobile con- 
test aS 104 votes were cast. Prob- 
ly a large number of these came 
rom persons who had never look 
d at the paper before, and were 
urprised to see what a really ex 
lent daily it is. 


Henry P. WILLIAMS, a Chicago 
.dwriter, advertises as follows: 
Dear Str—Your idea about running 
ir business is probably better than 
ybody else can offer. A common mis 
advertising men is trying to 
ike you think they’ve a lot of new 
things to tell you about it. My work 
is simply to get your facts into print in 
the right way; the same forcible, per 
sonal way that you get them into words. 
| bring to the work a keen, impartial 
appreciation of the buyers’ side: my 
side; and an originality about the busi 
ness due to ignorance. In every case I 
ive found that ta.king it over with 
me has brought out new points and 

ie old ones seem new. The _ best 
improve a business is to write 
a I have some gift in it; my 
work is to’nush along the line you are 
pushing on; we shall find new lines 
hen we get acqua auinted. Do you want 
to get acquainted? Answer. 


Record, an 
published 








take oft 





THe Clay County 
enterprising newspaper 
in Flora, Illinois, has for the past 
two years been trying hard to boom 
its town so as to attract labor and 
capital into its limits. The news- 
paper recently issued an illustrated 


edition solely for this purpose, and, 
as the idea seemed to catch on 
among the residents, it went to 
the expense of republishing in 
pamphiet form the whole of this 
edition as a “Souvenir Supple- 
ment.” This illustrates the town 


‘f Flora, gives half-tone pictures of 
its principal streets, buildings and 
stores, and portraits of its leading 
citizens. The text forth the 
advantage which the town offers to 


sets 


those looking for a_ residence 
or a business opportunity. The 
souvenir consists of sixty 10% by 
734 pages. It is copiously illus- 
trat ted on good paper, and the 
letter press is excellent. The 
souvenir is given gratuitously to 
the readers of the Clay County 
Record with the understanding 
that it be disseminated among 


friends likely to settle in Flora. 


INK. 35 


Chas. H. Fuller's Advertisers 
Directory tor 1900 is handsome 
little volume giving the names of 


newspapers and maga- 
and the “circulation” of 
those believed to issue over 1,000 
copies. The ratings accorded are 
differentiated as Detailed Sworn 
Statement, Sworn Average State 
ment, Detailed Statement, Publish 
ers Statement and _ Estimated 
What is meant by the word circu 
lation is not explained, and judg 
ing from some of the ratings it 
would appear that it may mean a 
multiple of each copy printed. This 
feature, however, is not to be 
scored against the book, because 
on its introductory page the pub- 
lishers absolve themselves fol- 
lows: “This agency will as- 
sume any responsibility as regards 
the circulation ratings accorded 
the publications listed.” In its 
foreign department the book cata 
logues papers in Great Britain, 
Mexico and the new American 
possessions. It also gives the ad 
vertising rates of weekly and 
monthly periodicals of general cir- 
culation 


“leading 
zines,” 


as 


not 


THE electric bulletin, which, 
since Just before election, has been 
shown nightly by the New York 


IVorld outside the Pulitzer Build- 
ing on Park Row, and also outside 
the /ll’orld’s uptown office, is a 
modern contrivance of merit and 
simplicity. The effect produced 
on this bulletin board is simply the 
application of electricity to an or- 
dinary glass surface. Three frames 
of glass panels are fixed above the 
WVorld’s main entrance. Before 
any letters are shown the glass is 
treated to a preparation which ren- 
ders it easily susceptible to the 
touch of an electric brush or sty- 
lus, which forms the desired let- 
ters as rapidly as the hand would 
with a piece of chalk. The letters 
only are transparent. the rest of 
the glass remaining opaque. The 
result is a remarkably brilliant 
news or advertising announcement 
—whatever the operator chooses to 
expose. These letters remain in 
their uniquely bold display until 
obliterated to make room for an- 
other announcement. It is possi- 
ble that the re are great advertising 
possibilities in the idea. 
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Mr. Witson, of 60 Ludgate 
Hill, London, contends that the 
word “issue” is a better one than 
“circulation.” The latter word 
means, he says, number of readers, 
whereas the only real guide is 
sale.” Number of copies printed 
, after all, the informa- 
tion for the publisher to obtain 
and give to the advertiser If each 
paper in the land would give this 
information the circulation prob- 
lem would fade away like the froth 
upon an ocean wave. The adver 
tiser, knowing how many copies 
were printed, could arrive at a 
pretty fair conclusion as to how 
many were likely to be sold. If he 
considered the number returned or 
left over to be ten per cent he 
would be accepting a figure that is 
greater than obtains in most in- 
stances. Paper costs too much to 
waste it merely to make a larger 
circulation statement; that may be 


easiest 


1S 








done without printing the extra 
copies. 
~o 
SOME EXCELLENT PAPERS 
beeen. Mc —— 4, 19K 
Editor PRINTERS’ INK: 

Some time ago you mentioned the names of 
what in your estimation were the six leading 
newspapers in the U.S. I only recollect the 
Kansas City Star and Milwaukee Sextine/. 


Will you kindly favor me with the other four 
names ? Would you also supply me witt 
names of ading fami ly or ec matey 


six of the le 
weekly papers in the U. S. for advertising pur- 





poses? Very truly, JosEPH RALPH 
The paragraph referred to ap 

peared in Printers’ INK, issue of 

February 24, 1897, and is repro 


duce d be 


] 
low 


gle, 

o2 7 : idelphia 7e/e- 
graph, Washington Star, Chicago Post, Mil- 
waukee Wrsconsin and San Francisco Bulletin 
are evening papers of high character and go 
into homes and have a worth to adve r 


Brooklyn £ 
>} 














yond the mere figures of their daily lation 
They have no waste circulation. Every copy 
goes intoa home, and goes there because it is 
wanted there. The foregoing small list con 


stitutes a very choice group of papers. If 
there is any other evening paper anywhere 
that has a better right to be named than one 
of these, Printers’ INK would be glad to be 
furnished with its name and to consider the 
reasons set up by its publisher for a place 
among the eigh t. 

For half a dozen family or 
ly papers tor advertising purposes 


week 


it will not be easy to improve the 
list shown below: 

Youth's Companion, Saturday Evening 
Post, Toledo Blade, Kansas City Star, Ban- 
or Commercial and New York Weekly 


Tribune. 
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THE VALUE OF “BRIGHT 
SAYINGS.” 


PRINTERS’ INK of Nov. 28th con 
tained the following editorial : 

Every PRINTERS INK < 
tains a page of gright Sayings 
phrases and sentences culled from 
advertisements of the day—which 
be drafted into service in writing o1 
own announcements It is wonde 
frequently a single sentence 1 
suggest a multitude of ideas. The | 
tle Schoolmaster would be pleased 
hear from readers who use this page 
“Bright Sayings,” how they do it 
what improvements they would sugg 
in it. Also from those who find th 
partment of ‘“Ready-made Ads” of 

rhe letters below show how dealers 


have 


issue of 


how 


been benefited : 
Mr. Vernon, IIl., Dec. 3, 19 
Editor of PRINTERS’ INK: 
1 find “Bright Sayings 
While I do not always use them, | 
they frequently uggest similar 
ings’ more appropriate to m: 
I especially like the ‘Ready-made 


very uset 


busi 











ind would be pleased to see thet 
pear more frequently 
J. Matut 
PHILADELPHIA, Nov. 30, 19 
Editor of Printers’ INK: 

I beg leave to say that the “B: 
Sayings” are a great help to me. | 
merly had my ads written up by ar 
writer, now by the help of the 

sright Sayings” I can write the 
myself, d the results are good 
business has increased 10 per cent 
year) I also use ) “2 
Sayings” in the 1 wa 
select the suitable ones, have then 
into large mottos and paste them on 
walls around the store, and one o 
of them are read by every one 
comes in I change these from time t 
time, as soon as I find others to take 
their place 

Respectfully yours, H. Herticma 


Even adwriters have found the 
department of * Bright Saying 
useful, as is instanced by the con 
munication herewith 





Office of “Tue SuHetsy Democra 
CENTER, Texas, Nov. 18, 190 
Editor of Printers’ INK: 

For some time I have been writing 
ads for local merchants and using 
great many expressions found in 
“Bright Sayings’? column It n 
terest you to know that the results were 
good. Yours truly, Joun McLen 

+o, 

IN advertising one is alw: 

student. 
<o 

TALKING of Gutenberg in th 
North American Review, Charles 
Whibley says: “The forerunner 
of all advertisers, he shrunk by 


choice or habit from the risk of 


advertisement.” 

















THE PRINTERS’ INK INTER 
VIEWS. 
Cuicaco, November 22, 1900 
Editor of Printers’ INK: 

The oft recurring question as to 
whether reading notices are really pro- 
ductive of satisfactory results finds an 
answer in my surroundings as | write. 
In my dressing-room are collar buttons, 
talcum powder, a safety razor and an 
exerciser, all bought as the result of 
reading interviews had between adver 


tisers of these goods and representatives 
of what my wife calls my Bible, Print 
ers’ INK. On my sideboard is a “‘baby 
barrel” of Maryland Rye, which I was 
induced to send for through reading an 


advertisement. reproduced in the “Little 
Schoolmaster. Doubtless a goodly 
number of Printers’ INK devotees have 
followed suit, in which event either Pe 
ter or Oscar should not be permitted to 
go with “‘dry pipes. 


Row ry. 
There is only one wrong thing 
about Mr. Rowley’s letter: he calls 
the interviews in Printers’ INK 
‘reading notices.”” They are «0 
more reading notices than an inter- 
view in a daily newspaper with 
Mr. Bryan telling why he had been 
so gloriously defeated would be. 
Every interview in Printers’ INK 
is inserted because of the informa- 
tion in regard to advertising 
methods which may be obtained 
from it. The person or concern 
interviewed does not pay for his 
free advertising either in cash or 
in the purchase of extra copies or 
in any other method or manner 
whatsoever. If, as on the occasions 


Yours truly, Ira P. 


above indicated, he sells goods 
because of the advertising the in- 
terview has given him, the Little 


Schoolmaster is gratified to hear of 


it, but nothing is due to the paper 
for its share in the transaction 
save a feeling of kindness—and no 
bill will be rendered even for this. 


[Ep. Printers’ INK. 
~~? 
Prence- American 
Company, of New York, issues a 
brochure wherein the most de- 
licious comestibles used in its fac- 
tory ure pictured in their natural 
colors. One person who saw the 
booklet called it “gorgeous,” 
which perhaps better describes 
the impression it makes than any 
other word that could be used. 
One must open his eyes wide to 
make sur. that the things on the 
various pages are only illustra- 
tions—not things 


Food 


THE 


to eat. 
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FIFTH SUGAR BOWL. 
Office of 


“THe NATIONAL TRIBUNE.” 
Wasurineton, D. C., Nov. 1900. 


THE 


27, 


Editor of PRINTERS’ INK: 
The sugar bowl that “is in the air,” 
so to speak, hovering over weekly of- 


fices, is expected, 
settle upon the 
National Tribune 
ing reasons: 
class paper, 


finally, to quietly 
trophy shelf of the 
office, for the follow- 


admittedly, is held in 
highest esteem by readers and subscrib- 
ers, who, naturally, regard with favor 
advertisers who patronize “their paper.” 
.~ne National Tribune has the largest, as 
we.i as the most influential, circulation 
among class weeklies. 

‘he National Tolbune entertains, and 
champions the interests of, the ex-volun- 
teer soldier, of whom there are more 
than a million now living. Many young 
men have been added te this class since 
the Spanish-American War. This class 
is increasing in numuer, instead of di- 
minishing, as many suppose. Adding 
the sons of soldiers, who are naturally 
interested in the paper, as it is devoted, 
in part, to the promotion of their order, 
the Sons of Veterans, there are upwards 
of two million vigorous men in the class. 

While prepaid annual subscriptions for 
any one year do not greatly exceed one 
hundred thousand, it 1s well known that 
thousands of copies are kept in ‘Post’ 
and “Camp” rooms, where each copy is 
read by scores. The paper is a trusted 
leader and every issue contains some 
thing of great interest to the class. 

The one hundred and forty million 
dollars paid to pensioners are expended 
by these people. Is there any other 
class so well-to-do and so well able to 
patronize worthy advertisers? 

One of the lest evidences of the su- 
perior advertising v alue of the National 
Tribune is the present representation in 
its columns of many of the best known 
advertisers, some of whom have scarcely 


missed an issue for over twenty years. 
This showing could not be made were 
it not based upon favorable results as 
an investment. 

As to rates: It is believed tnat the 
advertising price is at or near the ideal 
point. The margin is certainly on the 
side of the advertiser. The paper is 
content with this. Its rolicy is to hold 


business after it has once been secyred. 
It is claimed that the National Trioune 
secures and holds more business, with- 
out solicitation, than any other weeny. 
As to display: “his is more and more 
regarded as equally important as rate, 
since most weeklies and Sunday issues 
have grown so large that ordinary ad- 
vertisements are lost to sight. The 
Yational Tribune continues to limit its 
size to eight pages. It is believed that 
this limit of pages. with the studious 
care which this office always takes in 
giving “position,’’ adds special value to 
its circulation. Yours very sincerely, 
McE.roy, Suoprpett & ANDREWS, 
Per R. W. Shoppell. 
The National Tribune’s lowest 
rate is forty cents a line ; its aver- 
age circulation for a year ending 
with June, 1900, the latest figures 























on hand with the American News 
paner Directory, was 111,820. This 
inakes its rate per thousand copies 
0036 0. somewhat above one-third 


of cent per line. This is con- 
sider: ibly above the ch irge of the 
3angor (Me.) Weekly Com- 


mercial, whose quality is univers- 
ally regarded as being of the best. 














—[Epiror Printers’ INK 
Office of 
‘THe ToLtepo BLADE 
ToLepo, Ohio, Dec. 3, 1900. 
Editor of Printers’ INK 
Reterring to your article in Print 
ERS INK of Nov. 2 29, regard 
ing the Fifth Suga seems to us 
that the Toledo +i eek possesses 
advantages that cannot to any 
other paper in the list. principal 
advantage is that the * } 
Blade is a paper of national ulation, 
going to every State and sorritory of 
the Union and probably to the majority 
of the counties of the Union, and per 


25,000 different postoffices 
subscription paper, taken 
classes in all sections, 
mughly. It would seem 
would be 


haps to over 
It is purely a 
by the middle 
ho read it thor 





that under such conditions it 
more profitable to advertisers than the 
other papers (which are nearly all of 
them local) named in the list 
Very truly yours, F. T. Lane 
Sec’y Toledo Blade Co. 
The latest circulation rating 


given to the Toledo IIl’eekly Blade 
inthe American Newspaper Direct- 
ory is 164,558; its charge for 
is se venty-five cents an agate 
with a discount of twenty-five 
contract, mak 
0034 or 
one-third of a cent 

This is 
charge of 
The 


space 
line, 
per cent on yearly 
ing the cost approximate 
a trifle over 
for each thousand copies 
much higher than the 
the Bangor Commercial 
point of the Blade that a diffuse 
circulation is of more value to the 
advertiser than one highly concen 
trated is not well taken; the good 
ness is all the other way.—[Ep 
PRINTERS’ INK 
< —" = 

THE following advertisement 
appeared in the November 23d is 
sue of the Boston (Mass.) Globe: 

NOTICE. 

Will the gentleman who entered my 
private office between 1 and 6 this morn- 
ing, Nov. 20, perused my mail and on 
leaving took my new overcoat and 
another, also my kodak, ticket punch, 
pliers and bank checks, all of which I 
need ir my business, kindly return the 
same? No questions will be asked and 
a greater amount will be paid by me than 


you can get from any one else. JOHN 
G. MUNRO, Continental Hotel. 
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EWS 


OR ADVERTISING 


One way of securing free adver 
tising is to send to papers within 
one’s line items relating to one’s 
business. Thus, for instance, M1 
>, A. Bates, the New York adver 
tising agent, sends the bits of ne 
below to the “Printers’ INK ha 
bies” in o.1e solid batch. Enough 
papers will probably publish 
to make the sending worth wl 

Mr. Heber McDonald, 
years connected with the 
Lawton trade journals, is 
Austin Bates’ New York 

Mr. George E. Tracey, for s ral 
years with Wolstan Dixey, and ter 
with Ripans Chemical Company, is W 
connected with Charles Austin Bates 
New York office. 

Newspaper advertising for G. W. ( 
Company’s celebrated 3-in-1 oil is 
placed in newspapers throughout 
England by Charles Austin Bates 

Mr. A. J. Leitch, formerly with 
A. Munsey, and who recentiy has had an 
office in the Park Row Building is 
accepted a department at Charles Austin 
sates’ New York office. 

Mr. G..H. E. Hawkins, 
the advertising manager of 
cycle Company when the bicycle 
ness was flourishing and who lat 
been in business on his own acc¢ 
now doing literary work with (¢ les 
Austin Bates. 

Mr. S. M. Crombie, who has been 
in charge of Charles Austin Bates’ ( 
cago office, has resigned his positi 1 
will spend his entire time as manager 
for the Laxakola Company, with offices 
at 356_ Dearborn street, Chicago 

Mr. J Goe, formerly in char f 
the Pittsburg office of Charles Austin 
Rates, been transferred to the Cl 
cago offices, in the Marquette Building 
Mr. E. J. Dickinson, of Chicag 
been appointed manaver of the Pittsburg 
othce Mr. I Wright, forme i 
the Detroit now in cl 
Cincinnati. 

Mr. Ralph Holden, formerly of the 
Philadelphia office of Charles 
Bates, has been transferred to the 
York office, and his position in |} 
delphia taken by Mr. Herbert M. M 

Pratt’s Food, the well-known 
and poultry remedy, is again being 
vertised in newspapers. The busine 
being placed by Charles Austin Bat 
New York 


for several 
Cliff & 
with ¢ es 
office. 


l'rank 


well kn is 


Stearr 8) 


has 


office, is 


—_— 
TALKING of the ads reproduced 
by city adwriters for country 
merchants, a writer in Ad Sense 
apparently such a merchant him- 
self, 
Such advertising is often cleve 
in a little town like mine, where every 
body knows me and my style of d 
things, a lot of smart, catchy phrases 
simply misrepresent me; it is if I 
appeared before my _ neighbor we 
ing gorgeous or ridiculous clot or 
did anything else unnatural. 


says 


























SCANDINAVIAN NEWS- 
PAPERS. 


In spite of the marked differ- 
ences between the three principal 
Scandinavian countries, it is pos- 
sible to speak of the Scandinavian 
press as forming a practically uni- 


form whole. The newspapers of 
Copenhagen, Christiania and 
Stockholm are almost as much 


alike as those of Berlin, Hamburg 
and Cologne, and even the differ- 
ences of the languages are not 
sufficiently great to interfere with 
a mutual understanding. In jour- 
nalism the new Scandinavianism 
appears in a very decided form. 
The fuller treatment of the Danish 
press in the following pages is due 
wholly to the more intimate ac- 
quaintance of the writer with that 
side of the subject; but as most 
of the general statements with re- 
gard to Danish newspaper meth- 
ods may be equally applied to 
those of Sweden and Norway, 
the concentration is perhaps an ad- 
vantage rather than a defect. 

The Scandinavian press is in its 
traditions and methods pre-emi- 
nently Continental, showing most 
of the faults and virtues of that 
system. To an American, how 
ever, Scandinavian papers seem 
less dignified, not to say stupid, 
than German papers. They have 
as a rule more news, and it is 
presented in a more attractive 
fo in Copenhagen and Stock 
holm than in Berlin. Of late years 
this desire to amuse as well as to 
instruct and inform has in 
quarters assumed a decidedly yel 
lowish tinge, but this tendency is 
regarded with disapproval by the 
majority as an American growth, 
though the papers are read and 
appear to flourish 
An invariable feature of Scan 
linavian newspapers is the feuil- 
le which generally consists of 
an English detective adventure 
story. a French novel of intrigue. 
or a German romance. Everybody 
seems to read the fewilleton, and 
its progress is followed with eager- 
ness by all members of the family 
At a: particularly exciting point 
‘n the plot the daughter of the 


I 








some 





i, 


1 


house will waylay the newspaper 
woman at the street door and rush 
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through the instalment on her way 


up stairs to papa’s study. For one 
of the most jealously guarded 
privileges of the Danish family 


father is that of reading his Ber- 
lingske Tidende or Politiken, as 
his politics may determine, before 
anybody else. If the daughter lin- 
ger too long on the stairs to see 
whether the wonderful English 
detective has reached the end of 
his rope, or the German baron has 
at last consented to bestow his 
hand and heart upon the languish- 
ing Fraiiline, her father’s voice is 


sure to sound from the landing 
above: “But, Anna, has the Ber- 
lingske not come yet?” Many 
worthy Copenhagen burghers cut 


out the serial, which always ap- 
pears at the bottom of the page, 
usually the first page. and some 
papers print it in sheets, which 
are kept and eventually bound 
But we can no longer make fun of 
the Continental feuilleton, since 
it has found its way into many 
of our own dailies. I doubt, how 
ever, whether any of our business 
men take the time to read the two 

three columns 

Scandinavians frequently com- 
plain of the fine type in which 
American newspapers are printed. 
Although in most of the Danish 
and Norwegian papers the Gothic 
type is used, the lines are so gen 
erously leaded that the page has a 


very open appearance and it is 
easy to read, while in the Swedish 
papers, in which the Latin type is 


used altogether, the typographical 
effect is excellent. As much can 
not be said of the paper, which is 
invariably soft and easily rubbed. 
An American subscriber to a Scan- 


dinavian newspaper frequently 
receives his news in a very torn 
condition, and he may consider 
himself fortunate if he does not 


have to supply whole lines from 


the context. Scandinavian week 
lies and monthlies, on the other 


‘hand, use a very fine quality of 
heavy paper, and their mechani 
cal make-up compares favorably 
with the best foreign work 

Of late years the mechanical ap 
pearance of manv Scandinavian 
newspapers has been changed, 
from the American point of view 
improved, by the introduction of 

















jo 


headlines. Ags a rule, this is a 
mark of progress, and it is found 
especially in the radical papers. 


But °ven the Berlingske Tidende, 
the most conservative paper in 
the North, often heads its cor- 


respondence and other news with 
very striking type, and many of 
the cheaper papers have genuine 
“screamers.’’ Many of the cheap- 
er Danish papers have during the 
past few years introduced illus 
trations, but the innovation is even 
successful from an_ artistic 
point of view than it is with us, 
and it seems to be passing away. 


less 


Illustrated advertisements, on the 
other hand, are freely used. By 
a curious arrangement, one of the 
Danish papers, the Berlingske 


Tidende, issues a morning edition 
that consists exclusively of ad 
vertisements and a few stray items 
of news. This edition frequently 
reaches twelve pages, all but two 
of them containing nothing but 
advertisements. The evening issue 
as a rule contains only two or 

three pages of advertisements 
To an American reader the 
death notices in the Danish papers 
appear strange. They are always 
signed by the nearest relative or 
relatives, and the relationship 
all ¢} 


of the deceased to all the signers 
is given. Thus a man may be de- 
scribed as “Our dear father, 
father-in-law and uncle,” or “Our 
husband, father and_ brother.” 


The exact distribution of relation- 
ship is more or less indicated by 
the order of signatures. The most 
reputable physicians advertise their 
absence from town, giving the 
name and address of the colleague 
to whom their practice is referred. 
The very best newspapers, teo, 
frequently contain advertisements 
of offers of marriage. Notices of 
patent medicines, on the other hand, 


are not numerous. Most of the 
foreign telegraphic news is ob- 
tained through Reuter’s or Rit- 


zau’s Bureau, but the leading pa- 
pers have special correspondents at 
many points, who. in addition to 
their regular mail matter, send 
occasional telegrams. Special at- 
tention is paid by newspapers like 
the Berlingske Tidende to the 
careful and detailed f 


reports of 
scientific particularly 


congresses, 
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those at which Scandinavians ap 
pear. Scandinavian correspondents 
are as a rule much brighter than 


German writers, and they have 
the born journalist’s eye for at 
tractive news 

s a result of the close com 
munication between Scandinay 
and this country American ne 
fills a somewhat important pla 
in Danish papers, and its treé 


ment is in the main intelligent 

be sure correspondents are son 
times misled by our humorous 
writers into stating that American 
dramatic criticisms are always 
written by the sport:ng editor, and 
that the New York hospitals 
July and 


always closed during 
August to give the doctors and 
nurses relief from the extreme 


heat, but these are exceptional, and 
they are accepted in good faith be 
cause many actual American oc 
currences do not seem much less 
strange. I was once asked by one 
of the Danish higher clergy if it 
were true that the account of the 
miracle of the water changed into 
wine at Cana of Galilee had been 
omitted from the American New 
Testament out of deference to the 
temperance movement. He said 
that he had read it in a newspaper 
but could hardly believe it possible, 
although one read man} 
strange things about America 
A word about the Danish n 

paper polemics, as they play 

important part. Danish scholars 
are as quarrelsome in print as Get 
man university professors, and 
even strictly technical discussions 
are conducted in the daily press 
A polemic is often started by a re 
view of some book and an answer 
by the incensed author. Notl 
can be imagined more wearis 
to an outsider than those 
duels, the only attractive part 


so m 








ver 


which is the statement by the ed 
tor, “this polemic is closed.” 


To any one at all familiar w 
Danish affairs the name Ber! 
ske Tidende means a great deal, 
as much perhaps as the name 
London Times means to an 








glishman gut as a result of th 
smaller conditions of Denmark 
and its consequently limited out 
side influence. the name of this 


leading Danish newspaper is prob- 
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ably met for the first 


of the readers 


with here 
time by a majority 
of The Bookman. And yet the 
mere fact that a newspaper has 
been published by one family for 


over one hundred and fifty years 
has an historical interest quite 
apart from the authority exerted 


by the paper. A complete file of 
the Berlingske, as it is familiarly 

lled, is the best possible illus- 
tration of the history of Danish 
journalism. The single-column, 
eight-page sheet, with its entire 
absence of what we now call news 


and its baker’s dozen of adver- 
tisements, which appear in Janu- 
ary, 1749, is one of the most char- 


incunabula_ of 
newspaper publishing, and_ since 
then the Berliigske has passed 
through all the stages of the art 
The founder of the paper, Ernst 
Heinrich Berling, was born in 
Mecklenburg in 1708. After learn 
ing printing in Germany Berling 
came to Copenhagen and estab- 
lished himself as printer and pub- 
lisher. As his book-publishing 
business was less successful from 
a business than from an artistic 
and literary standpoint, he peti- 
tioned the crown in 1747 for a 
royal privilege to publish a news- 
paper. The petition, the original 
of which has been preserved, is so 
characteristic of the attitude to- 
ward royalty of printers and other 
mortals in eighteenth century Den- 


icteristic Danish 








mark, that its beginning and con- 
clusion deserve to be presented 
ere. It opens as follows: 
Most puissant, most gracious Heredi 
ry ing and Lord! While your Royal 
was still our most gracious 
Cr Prince, I made _ several most 
gracious petitions, which your Royal 
Majesty was so gracious as to present 
to Royal Majesty's Lord Father, 
f sacred and blessed memory 


After a few more equally hum- 
ble introductory sentences, the pe- 
tition closes thus: ‘‘May the King 
of Kings bless your Royal Ma- 
jesty, and the whole Royal Heredi- 


tary House with all temporal and. 


eternal joys. This is the wish till 
my death of 
Your Royat Maiesty’s 
gracious Hereditary King and 

ord! 

Most humble faithful subject, 
Ernst Heinrich Berling.’ 
If the persons are a little mixed 

there is no doubt of the loyalty of 


my most 
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the petitioner. The reward was 
not merely a newspaper privilege, 
it was the newspaper privilege, 
giving its holder a practical mono 
poly of the business in Denmark 
so long as it pleased his sacred 
Majesty to keep it so. There 


were, however, some drawbacks 
connected with the royal conde 
scension. Even as late as the 
first half of the present century 


Danish newspapers were controll- 


ed by such rules as these: “No 
rumor may be published in the 
paper. Editors must especially re- 
frain from presenting political 


events in a jesting, ridiculing or 
satirical manner, but these should 
be presented in a simple, historical 
style.” Under these conditions 
Danish journalism was even less 
lively than it now is. Since 1848 
this has changed, although from 
our point of view the Scandina- 
ian press is still far from free. 
At first the Berlingske Tidende, 
or, as it was first called, Kitoben- 
havnske Danske Past Tidender, 
was published twice a week, in 


1836 three times a week, and 
since 1849 twice a day, with the 
exception of Sundays and _holi- 


days. In 1833 the paper received 
its present name, the complete 
translation of which is “the Ber- 
— Political and Advertise- 
ment News, nrivileged to trans- 
mission by the royal letter-posts.”’ 
In 1838 the editorship of the Ber- 
lingske passed into the hands of 


the distinguished economist and 
philanthropist, M. I. Nathanson, 
who for twenty-one years did 
more than any one else before or 
since to give the Berlingske its 
present character and _ coloring. 


Under his control the paper intro- 
duced the feuilleton and developed 
the scientific discussion of eco- 
nomic questions. Nathanson was 
a really great journalist. He pos- 
sessed not only the second-rate 
journalistic inst:nct of knowing 
what the people of his time want- 
ed, but also the first-rate journal- 
istic genius to distinguish what 
his readers did not care for, but 
could be educated into liking. 
Under his leadership the paper 
became a great Danish educator. 
always respecting the national 
spirit, but never stooping to flatter 
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national weaknesses. Nathanson 
stands for the best type of Dan.sh 
national character, a combination 
of conservatism and enterprise, of 
French esprit with German good 
sense. By its opponents the Ber- 
lingske Tidende is often called 
Tante Berling, and its language iy 
condemned as chancery style. It 
is true that the criminal news is 
printed in smal] type on the inside 
page. and that initizls are used to 
designate the victims of justice. 
It is also true that the old re. 
striction about rumors is still ob 
served fifty years after it had 
ceased to be valid. There is a cu 
rious absence of society news and 
gossip, and even the doings of the 
royal family seldom receive notice 
in its columns. These omissions 
make the Berling quiet, of course. 
Of the Berlingske Tidende it can 
be literally said: “If you see it 
in the Berling it’s so.” After a 
regular reading of the paper for 
over ten years I cannot recall hav- 
ing noted a single misstatement 
in it. Its book reviews are in- 
variably good, often written by 
leading Danish specialists, and its 
art and dramatic notes are of the 
same high order. 

The editorials on foreign politi- 
cal events are an admirable feature 
of the Berling. They always ap- 
pear on the first page and include 
from two to three columns. They 
consist cither of résumés of lead- 
ers from the leading foreign pa 
pers discussions of news re 
ceived through the telegraphic bu 
reau. During the past two years, 
as a result of circumstances, spe- 
cial attent.on has been paid to 
American political affairs. Home 
politics, on the other hand, are 
never discussed editorially in the 
columns of _ the Berlingske 
Articles by outsiders commenting 
on the political situation from a 
conservative standpoint fre 
quently published, and sometimes 
unsigned articles. possibly by the 
editors, appear; but the editorial 
department proper is_ entirely 


or 


are 


confined to foreign affairs. This 
arrangement is perhaps in part 
a survival of the old law for- 


hidding any newspaper comment 
on the all-wise and humane 
Danish 


government. 
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leading radical paper in 
Copenhagen is Politiken, estab 
lished in 1884. Its editor-in 
chief is V. Horup, a well-knoy 
liberalist, and its dramatist and 
novelist Edvard Brandes. Poli 
tiken is the representative brill 
lant’ newspaper of Scandinavia 
Its opponents, who include all 

conservatives, will tell you that its 
brilliancy is often gained at 


expense of truth and accuracy 
and it must be confessed that its 
writers do not always examine 
into the facts of a rumor th 
the care used by the Berlingsk: 
Tidende. From the purely literary 
standpoint Politiken is easily 
first. Its brilliancy is not the 
superficial cleverness of ordin 

newspaper writers, but it reflects 
often the work of such men 
as Bjornson, Georg Brandes, 


Drachmann = and Schandorph 
Politiken is frankly modern. It 
supports the extreme wing of the 


opposition, it 1s opposed not only 
to the state church but to the 
church itself, it favors the most 
advanced school of fiction, it is 


extremely personal in its treat 


ment of news. Politiken is par 
ticularly fond of poking fun at 
its chief rival, the Berlingsk: 


Tidende. 


Apparently the Politiken writ 
ers divide all Danes into two 
classes, radical and fools. Of the 
radicals, the most intelligent are 
the contributors to Politiken 
then come its readers; the rest 
are not specially classified Phe 


most hopelessly foolish of 
other side are similarly assox 


with the Berlingske Tidende n 
the eyes of Politiken, religious 
convictions are incompatibl I 
ordinary intelligence, and a 

for any but extremely natut 
istic fiction is a sure sign 
depraved literary _ taste. Last 
summer /olitiken appeared as 
the special champion of the | 

ing classes in connection with 
the great lockout in the building 
trades As the editor at that 
time was a _ representative de 


cadent in art and life, there could 
of course, be no coubt of the per 
fect s'ncerity of Politiken’s social 
convictions 

But many persons who are bit- 























terly opposed to the principles 
of Politiken read it regularly be- 
cause of is amusing articles. !n 
Copenhagen the power to amuse 
will cover a multitude of sins. 
At every café Politiken is sure 
to be in constant demand, and 
on the street cars and railroad 
trains a large proportion of the 
passengers read the same sheet. 
It is suggestive of the low adver 
age newspaper circulation — in 
Copenhagen that this most pop- 
ular organ of the radical party 
can boast of no more than twenty 
thousand subscribers, and most 
of the Copenhagen dailies have 
a much smaller circulation. 

The four conservative news 
papers, Nationaltidende, Dag 
bladet, Aftenposten and Dagens 
Nyheder, are controlled by the 
same publisher, Ferslew, and on 
that account they are referred to 
collectively as the Ferslew paper 
factory. In its day the Dagbladct 
pressed even the Berlingske close, 
and it occupies an_ honorable 
place in the history of Danish 
journalism. One of its earliest 
editors, Bille, later Danish M'n 
ister to Washington, belonged in 
the same class as Nathanson as 
a creative journalist. The chief 
function of Ferslew’s journals is 
to furnish reading matter to con- 
servatives who cannot afford to 
subscribe to the more expensive 
government organ. 

Of the more recent Copen 
hagen papers may be mentioned 
Dannebrog, which was establish- 
ed nine years ago, and Sam- 
fundet, an apparent imitation 


of Dannebrog started a_ few 
months ago. Of a distinctly 


lower order is Kobenhavn, the 
low price of which, combined 
with its sensationalism, gives it 
a larger circulation than Politi 
ken. The Socialists’ organ in 
Copenhagen is Social-Demokrat 
en, a low-priced paper with a 
large subscription list. Socialism 
shows a steady growth in Den 
mark, as is clearly shown by 
the success of this paper 

The leading conservative paper 
in Swéden is Stockholms Dag 
blad In its general tone 





t 


suggests the Berlingske Tidende, 
and, like the Danish paper, it 
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One of its 
leading features is the Sunday 
morning issue, which contains 
many excellent articles on cur- 
rent art and literature. The op- 
posite of Dagblad is Dagens 
Nyheder, which is not only radi- 
cal in its political views, but also 
decidedly American in its treat- 
ment of news. Its columns are 
filled with what the country edi 
tor likes to call crisp personalities 
Stockholms Nyheder is also radi 
cal and personal. It makes liber- 
al use of headlines, especially in 
connection with local sensations. 
The radical paper, Svenska Dag- 
bladet, goes in more for parlia- 
mentary discussions of a serious 
character. One of the stroneest 
of the Stockholm dailies is 
Aftenbladet. Its editorials are 
forcible and bear especially on 
reform, which is often a _ very 
different matter from the partisan 
critic sm of government in which 
all the rad‘cal journals indulge 

The Socialists. who are even 
stronger in Sweden than in Den- 
mark, have two apparently pros- 
perous organs at the capital. 
Soctal-Demokraten and Brand- 
facklan. There are also several 
Socialist papers in the provinces 

One of the Swedish provincial 
dailies deserves special mention, 
as it rivals the metropolitan 
journals in national influence. 
This is the Goteborg Handels 
och Sjofarts Tidning. In_ poli- 
tics it is liberal, and it has always 
paid espec’al attention to the 
union with Norway. From the 
Norwegian point of view at least 
its treatment of this important 
question is perfectly reasonable. 
and it has undoubtedly exerted 
an immense influence in keeping 
the two countries together. This 
Swedish provincial with the long 
name has always succeeded in 
attracting to its staff very able 
writers. The influence of the 
other provincial papers is local, 
but the Gothenburg Journal is 
sa‘'d to have a considerable circu- 
lation in the capital 

Room should be found for the 
one Swed'sh newspaper published 
by royal authority, the Post oc/ 
Inrikes Tidning. This govern 
ment organ contains only the 
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lists of appointments to the civil 
service, but it is probably read by 
many persons with as_ profound 
interest as the most sensational 


sheet. Its subscription list reaches 
only one hundred, but if that be 


true there must be a large number 
of free copies. There is a similar 
publication in Norway. 

And finally we have to consider 
the Christiania papers. The old- 
est of these is Morgenbladet 
which is now in its eighty-second 
year. In many respects it re- 
sembles the Berlingske Tidende. 
For many years Morgenbladet 
was a liberal organ, and by some 
its editorial coloring was regard- 
ed as rather red. But when, 
about the middle of the century, 
the Norwegian liberals began to 
grow radical and appeared to 
threaten existing institutions, the 
liberal paper became more and 
more conservative, and it is now 
the representative of conserva- 
tism in Norway. <As_ such it 
takes a decided stand against the 
spread of the -new national lan 
guage, which the extreme Nor- 
wegians are trying to substitute 
for the Dano-Norwegian. At 
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there is 
newspaper published in this extr: 


present only one daily 





ordinary tongue, Den 17de Mai, 
and it is a very small sheet. 
Curiously enough, the largest 
single advertisement in one of 
the recent numbers is. an n 
nouncement of the new edition of 
Bjornstjerne Bjornson’s works. 


which may be regarded as stand 
ing for the very cause that the 
paper is opposing. 

The principal radical papers in 


the normal tongue are Aften- 
bladet and Verdens Gang. Apart 
from their politics they do not 
differ especially from the paper 
first mentioned.—Daniel Kilham 
Dodge, in Bookman. 
<o 
THE AGENT'S DUTY 

The agent’s duty, as I see it, is t 
just two things and do them wel nd 
honestly. The first is to prepare 
that will sell goods. The second 
place that copy in the publications 
are read by the most people like 
become customers of his client, at 
lowest rates he can  secure.—Curr 
{dvertising. 

+o, 

ADVERTISING pays, but advertiser 

should not place their advertisements in 


the old-fashioned, unnrogressive paper, 
but in the live, wideawake publicati 
to get results.—Advisor. 





the Health 


You can almost see the good health 
in Walther’s Peptonized Port. Hold 
it up to the light snd see the deep, rich 


redness. 


It makes that kind of blood. 


Infases the body with strength. 


WALTHER’S 


PEPTONIZED 


PORT 


is an anti-dyspeptic of marvelous merit. 
You feel its. genial warmth. the’ minute: 
you take it. Your. food is no longer a° 
burden. You enjoy a meal after you have 
eaten it if'you help its assimilation 
with Walther’s Peptonized Port. 





ADVERTISED IN PHILADELPHIA 


Sold by all ——- 
60c., 75¢., $1.60. 
Walther-Robertson Drug Co., 
3 Pittsburg, Pa. 
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A MELBOURNE POSTER 
BALL 


The advertisement poster ball, 
held recently in the town hall, in 
aid of the funds of the Children’s 
Hospital, far outshone anything 
n the way of previous displays. A 

tudy of the hoardings was made, 
and everything—from whisky and 
champagne to baby’s food, from 
music to medicine, from soap and 
hair restorers to flowers and 
Quaker Oats—were noted and ex 
ploited. Society beauties and staid 
cty men were impressed in the 
cause of charity, and made _ to 
shave or otherwise fit themselves 
for the representation of some 
well-known brand. The result will 
be a net gain of over £1,000. 

The sale of tickets for spectators 
to the scene proceeded so rapidly 
that conscience and consideration 
for the public safety compelled the 
committee to stop the sale some 
days beforehand, and there were 
many oeffers of a guinea for a five 
shilling ticket with no takers. 

An energetic steward stood at 
the entrance pointing the way that 
all comers should go. 

“Ladies and gentlemen in char 
acter, along the corridor,” he kept 
shouting, energetically; ‘“‘ladies 
without character can go up into 
the balcony. No lady or gentle 
man without character should go 
on the floor of the hall. Now then, 
ladies without character, this way.” 


The principal steward’s hair be- 
came erect at theawfulassumption 
that ladies without character could 
gain admission, but as soon as he 
grasped the situation, a corrected 
version was adopted. 

Then the pageant began. 
Quaker, John Bull and Tam 
O'Shanter Oats vied in rotundity 
with the giant sens ag who had 
been brought up on Mellin’s Food. 
Under expert marshalling the va- 
rious posters ranged themselves 
on the ony and the poster lancers 
was about to be gin, when a hitch 
occurred "Bos! sto’s Eucalyptus 
Oil, an immense tree with a lonely 
branch, on which was perched a 
lonely parrot, could not get 
through. Nestle Milk Food came 
to the rescue, and the way of 
Oil was ingeniously greased after 
a suff (Harry) brush with the 
walls and doorways. 

The poster set was a brilliant 
spectacle, containing, as it did, 
variety in general, and homo 
geneity in the particular sets. At 
intervals, a framework upon the 
platform was used by Dewar's 
Whiskv for living pictures of 
“the whisky of his forefathers,” 
a capital representation of the bill 
upon the walls. — Melbourne 
Punch. 

= ~-o 

Ir is impossible for a man to make a 
greater mistake than to sit down and 
wait, under the delusion that things will 
come his way sometime. They never 
will, not even at his funeral 














AN OLD-TIME CUT USED BY A TAILOR IN WALTHAM, MASS, 
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A NEWSPAPER’S REMIN- 
ISCENCES. 


Last year the Press advertised 
a well-known patent medicine and 
was paid something like $100 in 
monthly installments. The own 
ership of the medicine has since 
changed. Now mark the smart 
ness of the new proprietors. They 
are offering to take the same 
amount of space and want to pay 
the first quarter’s bill Oct. 1, 1901; 
second quarter Apr. 1, 1902; third 
quarter Oct. I, 1902; fourth quar- 
ter Apr. 1, 1903. Catch on to the 
wrong of this: country newspa- 
pers to wait unti! the proprietors 
realize on their output. In other 
words, country newspapers are in- 
vited to furnish a capital of $200, 
000 on which to do business. The 
Press isn’t running this ad. 

Here is another. Last year the 
agency of Richard Rowe put out 
$100 worth of advertising and was 
to pay at the end of the season. 
When pay day came Richard had 
failed. This year John Doe is 
placing the contracts. John says 
he will pay $125, the extra being 
to help out those who suffered by 
dealing with Richard. The pro 
prietary house is now able to pay 
At the end of the season John will 
have failed and next year Tom 
Johnson will pvt out the advertis- 
ing with greater liberality. 

Sut the half cannot be told. This 
very week a good talker tried to 
persuade us to give him $10 worth 
of space a week for 50 cents’ worth 
of plate matter. 

A concern down in New Jersey 
has a storehouse filled with out-of 
date parlor organs. It has placed 
advertising on contracts that it will 
pay five per cent of the purchase 
money to publishers whose names 
ore mentioned bv their customers. 
Publishers are taking ads on which 
they do not get the wages of the 
compositor who sets them. There 
are more than fifty such schemes 
on which newsnaners all over the 
country are being fooled The 
Press isn’t in it, but it is a victim 
just theesame in the particular that 
the newspaper that accepts such 
contracts cut off from what should 
be legitimate cash business. Coun 
try newspapers should adopt met- 
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ropolitan rules for dealing wit! 
strangers: Cash at regular rat 
and in advance. It would kill 

a lot of beats who ought to 
killed—Nashua (N. H.) Pre 


+o - 
BUT YOU MUST INSIST 
It is hard work to induce a print 
to forget his expertness as a type-j 
gler and rule-twister, but you can x 
good work if you insist upon having 
Patent Record 


That’s where 
our education 
affects you 


What The Inter- 
natianal Corre- 
spondence Schools,’ 

Scranton, Pa., are 
doing : 
First 
Teaching mechanics 
the theory of their 
work, 
Second 
Helping” misplaced people. to 
change their, work. 
Third 
Enabling young people to support 
themselves while learning pro- 
fessions.’ 


250,000 students and graduates in Mechant- 
—_ ena Poets Civil and Mining 
¢; Plumbin 
Gente: eiisasemsons Pattern Dra 
ing; se pesaine Fap a —_ 
try; Telegrap' 
hys ree ver aed Beg 
Methods of Teaching. When writing state 
subject in which interested. 
INTERNATIONAL CORRESPONDENCE SCHOOLS, 
Kotablished 1801. - Capttal, 61,600,000. 
Box 1269, Scranton, Pa 
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CATCHES THE EYE, 


















SOME SINGULAR QUOTA- 


TIONS 





A second-hand boo’ dealer has 
recently sent out a_ catalogue 
which, even if it does not result in 
any great increase of his business, 
has firmly established his reputa- 
: n as a humorist, says the New 

ork Sun. The pages are all 
vor by mottoes attributed to 
various noted authors, although 
their authenticity is open to ques- 
even if their appropriateness 


tion, 
is not to be denied. “If you can 
buy cheaper, why trouble us?” is 
attributed, for instance, to Aris- 
totle, although it is doubtful if 
that sentiment was to be found in 


the philosopher’s writings. Equally 
doubtful are “No discount from 
the printed price,” attributed to 
Whittier, “We import periodicals 


to order,” to Longfellow, and 
“No discussion as to price,” to 
Bryan. These comments do not 
alone satisfy the bookseller’s taste 
for variety. Some customer has 
been remiss in a certain town, and 


under the name of the place is 
found’ this comment: “Contains 
a party who has lots of money to 


spend for everything but paying 
his honest debts. Dealers had 
best insist upon references before 
sending goods in that direction. 
There are some mighty good peo- 
ple in that town, and one Shyster. 
His name will be given to any 
bookseller.” Another comment 
not strictly in the line of business 
is amusing. It reads: “Interest- 
ing. Henry George said: ‘The 
man out of a job regulates wages.’ 
I would add, that the bookseller 
who cannot supply the ‘just out’ 
fellow regulates the price of books 
It is really astonishing how cheap- 
ly a person can sell a thing they 
haven’t got, nor never did have, 


and probably never will have.” 
Under the title “Ladies” there ap- 
pears this sentiment: ‘The La- 
dies, God bless them! I have al- 
ways been an ardent admirer of, 
and of everything relating to 
them. But their modern hand- 
writing, O, ye gods! That is the 


only remaining grudge 1 have 
against England, and I would like 
to fight it to a finish this minute. 
A sweet, dainty note (intended to 
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be) in the half calf English ‘angu- 
lar.’ A libel on good taste an in 
centive to profanity.” 

—__ +> 

MONEY BACK. 

Not long ago a buyer, becoming dis- 
satisfied with his purchase, brought it 
back to the store wnere he had traded, 
and asked for the return of his money. 
As the tirm had vociferously advertised 
“your money back,” he anticipated no 
difficulty in effecting the exchange. To 
the buyer’s discomfiture he was kept 
waiting ten minutes before the clerk 
who had first served him would let him 
explain his errand, and then the sales- 
man consulted the superintendent, he in 
turn interviewed the proprietor, and the 
latter catechised the buyer at length and 
with offensive brusqueness. Finally, 
after half an hour’s delay, the money 
was grudgingly paia to the buyer, and 
he left vowing nevermore to cross the 
threshold of the store. That transac- 
tion probably cost the firm hundreds of 
dollars, as the man had been a good 
customer. No merchant has a right to 
advertise “‘your money back” unless he 
is prepared to return it promptly and 
with good grace. Do not haggle or try 
to worm reasons from a customer, but 
just hand him the money. You have 
lost a sale, but you will have earned the 
man’s respect, and are tolerably certain 


of his future patronage. —Clothiers’ 
and Haberdashers’ Weekly. 
—_+9—__—— 


Ir takes enthusiasm, unlimited cour- 
age and persistency to make advertising 
succeed, just as it does to make any- 
thing else succeed. —The Advisor. 
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Your Money Back “skit 





aneed 4 Fre Ww 
@ 5, M $125 Seer 
10 i 7-Jeweled //. 
years. a gin or Waltham Movement, in a 





genuine Gol) filled case, guarane 
teed tor 10 years. 

Nearly 1200 styles of watches 
and all the latest things in reli 
able jewelry, are sold by us ata5s 
below retail price, 


Holiday Suggestions. 


Bookcases, JRaseriela, Pearce, 
cases. Buffets, Cabin 

OPEN FACE $7.25 Can hina, China Clos ts, 
Cigara, Clocks, Commodes, Sean oa Easy Chuirs, 
Fountain Pens, Games, Graphaph 8, Grocéfies, 
Handkerchiefs, Knives, Lamp-, muniers, Musical Inpstru- 


ments, Pedes.als, Pictures. Pip: s, Purses, Rocker: 
Sewing Machines, Sporting Goods, Table Silverware. 
Toys, Umbrelias, Wr Desks, are a few of the 


° s Di 

tho ‘sands of suitable articles we sell for Christmas 
resents, In addition, we are head-to-foot outfitters for 

eo. Women and Children, 


’ talogue, each copy weighing 3% Ibs. — » 
evidence of interest, send us luc. to help pay ress 
These 10c. you deduct from your first order of $1 @. lv 

Quotes whuesale prices wo consumers. 
ery CATALOGUES FREE, Oress Goods Book/et with samples 
from 15e. $1.50— we pay transportation. Made -to-orcer 
Men's Clothes Catelogve with samples — paw Expressage 
ee to ft a catalogue 


~d Kg of Carpets. Rugs, 
» Ote. ae in their real colors. We pay 
freignt rs sew Carpets free, 


Why pay re rail a proms? Which catalogue do you want? 
Address this way 


JULIUS HINES & SON. Ba'timore, Md, Dept. 385 





THIS ANNOUNCEMENT, REPRODUCED IN MIN- 


IATURE FROM THE NOVEMBER “‘ M’'CLURE’S,”’ 
APPEARS TO MAKE A COGENT APPEAL FOR 
TRADE READ IT OVER AND SEE IF YOU Do 
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NOT THI> 
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HOW IT IS DONE. 


[ see in a Hyomei advertise 
ment a quotation from the United 
States Health Reports. The R. 
T. Booth Company acts in per- 
fect good’ faith, not knowing what 
the character of the ‘‘Reports’’ is. 
That reminds me that the Ameri- 
can Journal of Health is working 
the same old game. I have not 
met the handshaker who drums 
up business in New York, but I 
understand that he is a jewel. His 
dress, from his shiny silk hat to 
his mirror-like irre- 
proachable, and his manner is the 
perfection of nerve. He bursts 
upon the consciousness of the ad- 
vertiser with such talk as this: 

“This is Mr. Softmark? Why, 
good morning! Wonderful weath- 
er we are having—a regular sec- 
tion of May set down in October. 
I represent the American Journal 
of Health. Our editor, Dr. Gray, 
has been so impressed with your 
product that he has written quite 
an article about it. He asked me 
to call and show you the copy, 
and make sure that his statement 
of the facts is correct. This is an 
editorial, you see, and of course 
we would not think of charging a 
cent for it. There is not enough 
money in the United States treas- 
ury to buy our opinions. But 
you may want a few copies to 
send to your friends, and we not 
merely furnish them at a reason- 
able rate, but we shall be pleased 
to mail them to a list of addresses 
furnished by you. Of course it 
will be a great help to you to 
auote the American Journal of 
Health in your advertisements.” 

The learned Dr. Gray’s editorial 
is fairly written, and the dignified, 
conservative tone of a high-class, 
scientific journal is cleverly imi- 
tated. There is no promise that 
the article will run through an 
ent're issue of the American Jour- 
nal of Health. If the gullible ad- 
vertiser, after paying for the extra 
copies, finds that the scholarly edi- 
torial was lifted out after a short 
run, and some other write-up put 
into its place, he may feel like 
kicking himself; but he has no 
complaint against the handshaker. 
That voluble gentleman takes care 


shoes, is 


not to agree that each puff will 
appear in the entire edition. The 
advertiser may draw _ inferen 
but of course they are not binding 
on the handshaker nor upon his 
principals.—National Advertiser 
~or 

MAKING A REPUTATION. 

If a dealer in a town of 5,000 or 1o,- 
ooo was to make up a list of the best 
farmers’ families surrounding that town 
and send a circular to them occasionally 
advertising special sales, he could easily 
make a reputation of being the leading 
dealer in this line, and the increased 
profits would cover the cost of such a 
plan of work many times over, besides 
giving him the benefit of the advertising 
done. The large stores in Chicago and 
New York frequently advertise articles 
at less than cost in order to get people 
to come to their stores, claiming that 
while they may lose money on articles 
advertised, the customer is almost cer- 
tain to buy something else on which 
there will be profit. The result of this 
is twofold; it gives them the reputa- 
tion of selling goods at low prices, and 





brings new people into their stores. 
Why do not smaller dealers use this 
method of advertising with country 


customers ?—Advertising Experience 
<*> 


GIVING A REASON. 

If you can’t give some good reason 
for the purchase of your goods, you 
better shut up shop and go out of 
ness If you can give a reason, 
oftener you give it, the more people you 
impress with it, and the more goods y 
will Agricultural Advertising 
iihaibligaiainatiaciiae 


The Model Waiter, 


A guest at the Adams House, Bos- 
ton, recently observed that the si- 
lence of the waiter service seemed to 
be exceptional. On investigation he 
discovered that their’shoes were rub- 
ber heeled. This aroused his curios- 
ity, and inquiry developed that O’Sul- 
livan’s was the favorite. The appli- 
cation of the heel is not a require- 
ment of the hotél, but the choice of 
the waiters, as this particular heel ig 
tmgade of such pure rubber ‘that a 
day’s energy is saved in a week's 
time by cushioning the foot in this 
manner. 

And waiters are no fools. 

For the benefit of other waiters we 
have to announce that the genuine 
O’Sullivan Rubber Heel costs 35c. 
the pair, the same as its imitators, 
and can be procured of any reputable 
shoe dealer or cobbler who will make 
but a slight charge for attaching. 
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IN A NEW GROOVE, 
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FIRST GERMAN NEWSPAPER. CANADA. 
[he first newspaper printed in the —y- = 
. NADIAN ADV NG is best e by THE 
German language in America was the Be a IY fg ith te AG er 
Philadelphische Zeitung, published by Montreal. 
3enjamin Franklin in the year 1732. oe es 
The Pennsylvania Gazette for June 8 PORTO RICO. 
to June 15, 1732, contains the follow- 
ing announcement: “HE SAN JUAN NEWS, yo every morn- 
ing except Monday, is the leading paper in 
The Gazette will come out on Mon Porto Rico. Printed in English and Spanish. 
day next, and continue to be published The News was established in 1898 and has a 
on Mondays. And on the Saturday | daily circulation cnoveding 3,008 copies. A sworn 
o a inl Sa ~hiladel- | Statement shows a larger circulation than claims 
foll a. will be publishe: d Ph . del of allthe other Porto Rican newspapers com- 
phische Zeitung, or newspaper in high | bined. The high-water mark of circulation was 
Dutch, which will continue to be pub- | 6,000 copies sold and paid for in one day No 


on Saturdays once a fortnight, 
to be delivered at ten a clock, 
subscribers. Advertisements 
in by the printer hereof, or 
by Mr. Louis Timothee, language 
masters, who translates them. 

In undertaking this new enterprise 
Franklin expected to secure liberal 
support from the German population 
of the province, but in this he was dis 
appointed, and the publication of the 
Zeit was discontinued after a few 
numbers. 

The Zeitung was a small 
four pages, 6%xg__ inches, 
printed in double columns 
man type and at the bottom 
fourth page bore the imprint: 

Philadelphia: Gedruckt bey B. 
Francklin in der Marckstrasse, wo 
diese Zeitungen vor 5 Shillings des 
Jahrs zu beko mmen, und Advertisse- 
mente zu bestellen sind. 

The first number was issued June 10, 
1732, and the second, “Sonnabend den 
24 Jun., 1732.” The publication of the 
Zeitung, therefore, antedates by 
years the Hoch-Deutsch 
sscher Geschicht-Schreiber, published 
by Christopher Saur.—Pennsylvania 
Magazine of History and Biography. 

> -- 

Link the identity of your firm in- 
separably with the article advertised. 
By keeping the personality of the house 
invariably associated with the goods 

ifactured, you have placed to your 
so to speak, so —~ h advertising 
deposited in_the bank of pub- 

Advertising Experience. 
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cre: Hit, 
capital, 
licity. 


ARRANGED BY STATES. 


Advertisements under * this head head 50 cents a line 
each time. By the year #26aline. No display 
other than 2-line initial letter. Must be handed 
_in one week in advance. 


CONNECTICUT. 


NEW LONDON has a great daily, THE DAY, 
4% upto date in every particular ; printsnearly 
5,000 copie s daily. 


GEORGIA. 


Qo0T THERN FARMER, Athens, Ga. 
Southern agric ultural publication. Thrifty 
people read it; 22,000 monthly. Covers South 
and Southwest. Ac ivertising rates ve ry low 


ILLINOIS. 


((ONK! Y’S HOME JOURNAT. excels as a me 

dium for interesting a good class of people 
in the smailer towns. Our subscribers own 
pianos or organs—the sign of a refined and weil 
to-do home—and are paturelty matt order buye rs. 
150,000 at 60 cents flat. W NKEY COM- 
PANY, Chicago, Illinois, 








Leading 


| culation or has as hi es O prestige 


seven | 
Pennsylt an- | 





other paper in all Porto Rico has as mue h cir 
and influ- 
ence as the San Juan The advertising 
rates are $50 aninch a oa ar. Seventy-nine and 
one-half columns of advertisements were in- 
serted in the Fourth of July edition. Over 1,300 
Islanders contributed to the News Galveston Re- 
lief Fund. Sample copy and other information 
will be sent on request 


CLASS PAPERS. 


ADVERTISING. 
PRINTERS’ INK is a magazine devoted to the 
general subject of advertising. Its standing 
and influence is recognized throughout the en- 
tire country. Its unsolicited judgment upon ad 
vertising matters is of value to intellige nt adver- 
tisers as being that of a recognized authority. 
Chicago (IlU.) News. 
PRINTERS’ INK is devoted exc lusively to adver 
tising—and aims to teach good advertising 
methods—how to prepare good copy and the 
value of different mediums, by conducting wide 
open discussions on_ any topic interesting to ad- 
vertisers. Every subject is treated from the ad 


















vertiser’s standpoint. Subscription price #5 a 
year. Advertising rates. classified 25 cents a line 


each time, display 50 vents a line. 4-page $25, \- 


page $50, whole page $100 each time. Address 
PRINTERS’ INK, 10 Spruce St., New York. 
____ RELIGIOUS, 


BAPTIST. 


‘i GEORGIA BAPTIST, Augusta, Ga., 
by more than 5,000 progressive negro preach 
ers and teachers in Georgia, South Carolina, Ala- 
bama and Florida. Cire’n for 1899, 6,275 weekly. 


is read 











Displayed Advertisements. 


50 cents a line; $ 
extra for she 


100 a page; cent 


a pe osition 


25 per 
if granted. 
Must be handed in one week in advance. 

DESIGN FOR 
= 

Varnish Label Wanted 

for which we offer the following cash prizes 


812.00 for best design. 
88.00 for second in merit. 
#5.00 for third in merit. 


Designs not accepted will be returned. 
write for full particulars. 


TOUSEY VARNISH CO., 


560 2\th Street, 


TO ADVERTISE IN 


Great Britain 


with reasonable hopes of success calls for 
thoroughly experienced help. 


GORDON & GOTCH 


were established in 1853 and offer to Ameri- 
can firms the best possible service. 
Correspondence invited. 


Bride St., LONDON, 








Artists 


Chicago. 


15 St. 


ENG- 
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A 

Circle 

Of 

Ten thousand 
Subscribers 

Is 

Better 

For an advertiser 
Than 

A fluctuating 
Circulation, though 
Greater, 

Even at the same rate. 
Put on your next list 
THE CHRISTIAN 
WITNESS, 

Boston. 

You won't regret so 
doing. 











Che Difference 


between FAR/PPOULTRY and others 
of its class is that it is a Leader. 

It understands so thoroughly the 
wants of the people with which it 
has to deal, and has a way of supply- 
ing their needs that admits of no 
fault finding. 

It has only live subscribers—no 
dead heads on the list. It doesa 
cash in advance business—No Cash 
No Paper. See? 

Will send you sample copy if you 

wish it. 

I. S. JOHNSON & CO. 


22 Custom House St., 
BOS 
MASS. 
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Newspapers 
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To Owners 


and 


Publishers 
Responsible 


A man of national 
reputation in the ad- 
vertising business, 
permanently located 
in New York, of firm 
and responsible finan- 
cial position, desires 
a close connection as 
the advertising rep- 
resentative with a 
journal of unques- 
tionable standing. 
Highest references 


Over- 


accepted onl) 


furnished. 
tures 
with principals and 
personal 


Address, 


through a 
interview. 
in- writing, 

‘* RESULTS,”’ 
in care of Printers’ 
Ink, to Spruce St., 
New York. 
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REMINGTON ARMS CO., New York. 
SportinG Lire, Philadelphia, Pa. 

GENTLEMEN: Inreplyto your letter of the 12th inst., 
would say we are well satisfied with SportTinG LIFE 
as an advertising medium, and we also consider that 
it is an exhaustive sheet of general sporting events. 

Wishing you all success for the coming year, we 
remain, yours very truly, 

_ Bignec gned) REMINGTON ARMS s Co. 


Cometo me 


If you want your Printing cone ‘Just Right.”’ 


I only do one kind of work, the best I know how and that is why my work 
always proves so very satisfactory. I write, design and print advertising liter 
ature*of every description and it never fails both to please and benefit. Send 
me your next job of printing and make me prove everything I claim. I want 
everybody to send for my new booklet, “Have You Got Hold of the Right 
Printer ?” absolutely free, along with a handsomely printed blotter. Address, 


JOHNSTON, rigr. Printers’ Ink Press, 10 Spruce St., NM. ¥. 








About American Newspapers! 


The editor of the American Newspaper Directory keeps on file a mass of infor- 

m gathered from year to year concerning the circulation and character of American 

newspapers. He has always at hand, in chronological order, 
t I 

notice, 


mati 
accessible at a moment’s 
i conveniently arranged mass of interesting documents, statements, pamphlets 
and circulation figures, going to show what is claimed for a paper by its owners or 
asserted of it by its enemies and friends. By the aid of these and his familiz arity with the 


subject it is always possible to pass the history of the paper in rapid review and com- 
prehend and measure the claims set up concerning its value to advertisers 
A new edition of the American Newspaper l'irectory with circulation ratings revised 


and corrected to date appeared December Ist. 
thirty-second year of the publication. 


PRICE FIVE DOLLARS. 


GEORGE P, ROWELL & CO., Publishers, No. 1o Spruce Street, New York. 


rhis is the fourth quarterly issue for the 














THEATRICAL MANAGERS 


Who wish to save from 25 to35 per cent on their 
printing bills should address 


THE PATRIOT, Harrisburg, Pa. 


Special prices given on Ladies’ Tickets, Heralds 











and Dates of all kinds, 
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Youngstown, Ohio, Vindicator 


DAILY: SUNDAY: WEEKLY: 
10,000 10,000 9,600 
LEADING DAILY IN NORTHEASTERN OHIO. 


For Rates address 


H. D. LaCOSTE, Thirty-Eight Park Row, New York 


SPECIAL NEWSPAPER REPRESENTATIVE. 
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8s JANUARY ISSUE OF 8 
2 + 
= FARM NEWS, *"on0” & 
° 7 
ey 9 OHIO, . 
* will be aspecially noteworthy one. Forms will close December 22d,and % 
* the entire edition will be in the mails by January Ist. % 
% A special issue of universal merit, handsome typographic effect, % 
25 special illustrations and articles by leading writers. % 
° 7: . . ° 
3¢ Circulation guaranteed to be in excess of 100,000. 5° 
es For floral, seed, all lines of agricultural and mail order advertising, a 
FARM NEws will pay be‘ter than ever this winter. “ 
e ° 
es THE AMERICAN FARMER CO., Publishers, 
Ss 1113-1114 Manhattan Bldg., Chicago. 32-37 Kelly Bldg., Springfield, O * 
° 9900000000000" 71009000000080008080 el RCeeDeecejejejejejecejejejejejecjejeje e008 
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FIVE GOOD REASONS 


For Advertising in 


THE SCRANTON TRUTH 


FIRST —The Presidential election has re 
sulted in a victory for Prosperity 

SECON D-—The great mine strike has been 
settled satisfactorily, with a ten per cent 
advance. Fred. Dilcher, of the United 
Mine Workers, says this-means $4,()(),000 
a year increase in the amount of wages 
yaid to the miners. 

THIKD-—The United States census gives 
Scranton a population of over 102,(0, and 
places it in the same class of Pennsyl 
vania cities as Pittsburg. 

FOURTH-—THE SCRANTON TRUTH has 
the largest bona fide daily circulation 
in Pennsylvania, outside Pittsburg and 
Philadelphia, and most of its circulation 
is delivered at the homes of regular 
subscribers. 

FIFTH-—Scranton is the metropolis of the 
Anthracite region, and the chief city of 
Northeastern Pennsylvania, and THE 
SCRANTON TRUTH is its favorite news- 
paper. 


te We could give many other good reasons 
for advertising in THE SCRANTON 
TRUTH, but we are too busy, just now, 
and we know the enterprising ad vertiser 


ia x is too busy to read long statements when 
Pape Prosperity is knocking at the door 








THE SCRANTON TRUTH, Barrett & Jordan, Props. 
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lALKING of the rural free deliv- 
ery, the Newport (R. I.) Herald 
says: General Smith is an enthu- 
siastic believer in the value of ru- 
ral free delivery. He will ask for 
an appropriation for next year of 
just twice the amount that was ap- 
propriated for the current year. 
The department now has $1,700,- 
ooo for the free delivery and Gen- 
eral Smith’s estimates for 1901 call 
for $3,500,000 for this purpose. No 
branch of the postal service has en- 
joyed the remarkable growth ex- 
perienced by the rural free deliv- 
ery. Ten years ago the yearly ap- 
propriation was only about $50,000 
and next year it will’be seventy 
times that amount. There is no 
indication now where the system will 
end, but it appears at present as 
though it would be extended to 
the vcry remotest settlements. 
Most of the arguments at one time 
advanced to prove that the expense 
of the rural free delivery would 
swamp the postal revenues, and 
could never be counterbalanced by 
saving in other service dispensed 
with or by resulting increase of 
postal receipts, have been refuted 
by the actual workings of the sys- 
tem. The pay of rural carriers 
when the service was first started 
was placed at $150, and afterward 
at $300 per annum. In 1898 it 
was raised to $400, and at the be- 
ginning of the present fiscal year 
it was raised again to $500 for a 
full route. Under ordinary con- 
ditions a full route is considered 
to be twenty-five miles. There are 
exceptional cases, where the roads 
are level and smoothly macadam- 
ized, on which the carriers make 
thirty to thirty-five miles a day. 
There are other exceptional cases 
where the routes lead over rugged 





hills and cross rocky creeks in 
which seventeen miles are consid- 
ered a good day’s journey. No 
restrictions’ are imposed as to sex 
in. the appointment of carriers. 
Some very efficient carriers in the 


West are women. It is difficult to 
tell all the benefits that grow out 
of the extension of this service. 
The people in rural districts not 
supplied by rural free delivery are 
out of the reach of newspapers and 
out of touch with the rest of the 
world, and obtain little accurate 
information even on topics most 
deeply affecting their own inter 
ests. When once brought within 
the influence of rural delivery their 
appreciation of its benefits is im- 
mediate. Instances are on record 
at the department where farms 
have been purchased at an advance 
of several dollars per acre for no 
other reason than to secure the 
advantage of this service. 

“Just for one moment consider 
how thoroughly we penetrate to 
every quarter of the globe, and 
then you will recognize how im- 
possible it would be to use trav- 
eling men or any other method but 
advertising to build up such a 
trade as we have done.” 

“As for instance?” 

“Well, of course there is no part 
of the United States proper in 
which we do not have a fair 
sprinkling of customers, And take 
our new possessions. In Cuba and 
Porto Rico we have for years had 
some trade. In Hawaii we have 
considerable. But for the unset- 
tled state in the Philippines we 
would doubtless do as well there. 
In our neighbors, Canada and 
Mexico, we have a regular, steady 
demand, and if duties did not in- 
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terfere, this would be a large one. 
We send some goods regularly to 
the United States of Colombia and 
all South America. We have had 
occasional orders from almost all 
European countries, and _ have 
shipped goods recentlv to India 
and to Africa. We have a regular 
customer in Glasgow, another in 
Munich, one outside yet near Lon- 
don, and one in London _ itself. 
What but advertis'ng could have 
brought a retailer’s goods to these 
markets ?” 

The speaker was Mr. S. G. Ros- 
enbaum, iunior partner and adver- 
tising manager of the National 
Cloak Company, 119 and 121 West 
Twenty-third street, New York, 
and he was addressing a repre- 
sentative of Printers’ INK. 


“Let me give you our history 
suce'nctly. In 1888 we withdrew 


from the wholesale cloak trade, in 
which we had been engaged for 
years. We did so with the long- 
considered intention of building 
up a retail trade in the same 
goods, by the then novel method 
of selling them through advertis- 
ing. In another line I had had 
quite some experience in the mail 
order trade. For a few years an- 
terior to our contemplated de- 
parture, quite some concerns in 
men’s clothing had been doing a 
mail order business. Encouraged 
by these facts we took the step. It 
would revolutionize our entire or- 
ganization. We retired all our 
salesmen from the road, and re- 
constructed every department, the 
offices, the cutting-room, tailor 
shop, etc. And then we placed our 
first ad. This was in Butterick’s 
Delineator. 

“Throughout these twelve years 
the Delineator has steadily proved 
a valuable aid to us. The space 
was about 100 to 150 lines. This 
was the only ad we placed in that 
year, and it confirmed our con- 
viction that we had struck the key- 
note ‘of success.’ 

“But how did it come that you 
only used one medium throughout 
that entire twelve months?” 

“It was this way. The season on 


cloaks, our only nroduct then, was 
a short one, comprising the months 
of October, November and Decem- 
ber. 


By the time we had ascer- 
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tained results the season was ove! 
It would have been folly to hax 
gone to the expense of adopting 
new mediums until the advent of 
new season.” 

“And which did you select?” 

“Our next choice was equal 
happy—the Ladies’ Home Journ 
We were among its earliest stea: 
advertising patrons, and now reg 
larly take a column. At the sa 


time we adopted Demorest's 
J ournal—not the Demorest's 
Magazine. It proved effective f 

us too, but failed a few years aft 
erwards. In the third year we 
added five or six, including the 
Century, Minneapolis Hou 

keeper, Demorest’s Magazine and 
Peterson’s. The next year we 


added another quota, simultan 
eously beginning the weeding-out 
process, and thus to-day have 

quired a pretty good list of about 
thirty publications, all true an 
tried. Among our present list are 
in addition to those already men 
tioned: Munsey’s McClure’s, Cos- 
mopolitan, Scribner's, Harper's, 
Harper’s Bazar, Puritan, Philadel 
phia Saturday Evening Post, Col- 





licr’s, Youth’s Companion, Farm 
Journal, Outlook, Review 

Reviews, Literary Digest, Stand 
ard Designer, Woman's Hom 


Companion, Ledger (monthly), 
and the Normal Instructor.” 

“Quite a fine list, and its char- 
acter e 

‘The finest we could select. We 
cannot use cheap mediums, and 
must be very circumspect in taking 
only the very best we can find.’ 

“And your space?” 








“In the magazines either a full 
page or a half-page. In the week 
lies, as a rule, from 75 to ) 
lines.’ 

“And how do you discriminate 
regarding space in the maga- 
zines ?”’ 

“We give full pages only to 
those of the greatest circulat 
our conviction being that j 
have the greatest array of adver 
tisements, and that any space less 
than a full page might be over- 
looked.” 

“As to circulation, do you not 
find that claims are often un- 
reasonable ?”’ 

“More and more all classes of 























publications recognize that it is to 
their ultimate advantage to be 
frank, thanks to the zealous labors 
of such men as Mr, Geo, P. 
. ywell. There are many aids to- 
ard finding out what the true cir- 
culation of a medium is. And now- 
adays solicitors, as a rule, are 
careful to keep within the bounds 
of reason. Five or six years ago 
4 solicitor called on us for an ad 
for a magazine that died soon aft- 
erward, after a stormy career of 
several years. He claimed a cir- 
culation of 60,000 copies. Now i 
so chanced that I knew that our 
printer, who was on very friendly 
relations with us, printed this 
magazine. So I went to him, and 
casually asked him how many 
copies of themagazine were turned 
out. ‘Well,’ was his reply, ‘we 
shall print nearly 3,000 copies this 
month.’ This is a true story. 
do not believe that solicitors to- 
day deal in such outrageous lies. 
But it just proves how little re- 
liance may be placed on unsup- 
ported statements.” 
“Have you used any 
classes of advertising?” 
“Beyond our supplementary lit- 
erature, none to speak of. We 
have tried the Sunday dailies, both 


other 


in New York and other cities, but 
returns were not satisfactory. As 
for dailies, they are out of all ques- 
tion. We have tried some trade 
journals, but they do not impress 
us, for we seek the consumer en- 
tirely. The rest—street car and 
outdoor display, other classes of 
publications, novelties and so on— 
we never seriously consider. But 


catalogues and circularizing 
as important a feature as the 
tising they supplement.” 

“Will you tell me about these?” 








“We issue two elaborate cata- 
logues every year—one for the 
ing and summer season, the 
for fall and winter. Midway 
en them we issue supple- 
, The former average 
ns of 125,090 to 150,000 cop- 
ies; the latter 40,000 to 50,000. The 
former we send to a regular list 
of r customers, 100,000 or so, 
and in answer to inquiries——" 
“One hundred thousand  cus- 
tomers ?” 
“Yes. By customers we mean all 
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55 
people who have dealt with us 
within a reasonable time. Some 
of these do not come in every 
season, but the vast majority 
have favored us with repeated 


orders. The supplements are sent 
out in answer to inquiries mostly.” 

“Your orders create a great deal 
of correspondence?” 

“Sufficient to keep eight corre- 
sponding clerks and eighteen steno- 
graphers pretty busy. You see we 
do not send out any stereotyped 
letters. Every bit of correspond- 
ence is individual, and calls for a 
letter of its own. We believe that 
this is one of the causes of our 


success. You see it strengthens 
the impression we strive to en- 
force, that every customer is 


treated individually as though she 
went to her own dressmaker. You 
know that although we are forced 
to carry an enormous stock of 
dress goods-—our raw material— 
we have not one made-up garment 
in stock. Each cloak or dress is 
cut and made up after the order 
for it has been received.” 

“Doesn't this put you to disad- 
vantage with the other advertising 
concerns ?” 

“No; because our wonderful fa- 
cilities allow us to fill orders with 
remarkable dispatch—if necessary 
a commission received in the 
morning suipped by night.” 

“To do this you must have 
large force?” 

“Nearly five hundred.” 

“And your advertising expendi- 
ture re 

“Has grown from _ between 
$3,000 and $4,000 our first year to 
$100,000 full, this year. This 
divided between catalogues, sam- 
ples—an item of more than one- 
fourth—postage and the advertise- 
ments.” 

“About how large is the volume 
of your business?” 

“It is very close _to one million 
dollars each year.” 

“What a magnificent tribute to 
the power of advertising! For I 
presume you would concede that 
advertising has been the maincause 
of this result?” 

‘The entire cause of it. 
minds, our name, ‘The National 
any,’ our principal 
regard those four little 
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words to be worth hundreds of 
thousands of dollars. And it is 
advertising alone that has given 
them this value. There have been 
infringers on our name, the best 
proof of its worth. But we have 
always succeeded in enjoining 
them from its use, the courts sus- 
taining our contention that the 
mame was ours, and ours only; 
and that we. having given it its 
value, are entitled to its sole use.” 
- 

In Ad Sense (Chicago) Mr. 
John Lee Mahin writes thus enter- 
tainingly of the follow-up system: 
_ The “follow-up” system in advertising 
is a distinctly modern evolution. It is 
the ruthless enemy of generalities and 
under its operation publications that 
cannot stand the test of showing definite 
results are weeded out of the list. 

Right here let me meet an objection 
more or less urged against the ‘‘follow- 
up”’ system, as it is understood by many 
to mean nothing more than securing in- 
quiries from advertisements and follow- 
ing them up. Critics of this idea rightly 
say that the main value in advertising 
is in gaining publicity and not inquiries. 
I want to declare myself clearly in ac- 
cord with this sentiment, which is so 
frequently urged in the way of criticism, 
but at the same time say I fail to see 
why that is a reason for not securing all 
the inquiries possible and following them 
to the fullest extent. 

Let us assume, for the sake of argu- 
ment, that 90 per cent of the value of 
all advertising is in publicity, that qual- 
ity of impressing your fellow man with 
your name or the name of your brand 
in connection with the article you want 
to sell him. Suppose a good ‘“‘follow- 
up’’ system adds but ro per cent to the 
value of an advertising appropriation, 
can any man in these days of close 
figuring deem it good business to throw 
away 10 per cent? A “follow-up” sys- 
tem not only conserves many little 
things that would otherwise go to waste, 
but enables the head of a business to get 


more definite data as to the value of ad- 
vertising media and methods. There 
are more fixed rules in advertising meth- 
ods in vogue now than there were five 
years ago; there will be more five years 
from now, as the tendency is to secure 
definite data, classify it and draw de- 


same, w hich may be used 
movements. 
ss 


A CORRESPONDENT writes 
advertisers are doing great 
siqnary work for the mail order 
trade in enticing the readers of 
their ads to write them direct and 
in filling orders so promptly. 


ductions from 
to govern future 


The 


mis- 


Dr. R. V. Pierce, of Buffalo, was 
the pioneer in soliciting corres 
pondence from patients and all 


an immediate and in 
The stamps _in- 


letters have 
telligent answer. 
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closed for his bulky medical bo 
were a source of income, while F 
Tennyson Neely, the Chicago pu 
lisher, mailed it for the doctor as 
one of his series of libraries, but 
now that the government demands 
regular rates on it the cost is over 
twenty cents for mailing. 

The Lydia E. Pinkham business 
at Lynn, Mass., has been built 
to enormous proportions by 
judicious placing of well designed 
newspaper ads, the distribution of 
nicely illustrated booklets id 
more than all, by the follow-up 
system of correspondence. 


The two big Lowell, Mass., pro- 
prietary houses each receive daily 
bags full of mail. The J. C. Ayer 
Co. in nearly all their ads now 
implore the reader to write to the 


doctor and thousands accept the 
invitation and also the advice that 
sent and try the time-tested 
remedies. The I 


is 


mailing done by 


C. I. Hood & Co. is extensive anJ 
remunerative, thousands of pack 
ages of puzzles, games, flower 
seeds, dream bh oks, etc., etc., being 
sent on receipt of a few cents 
in stamps, but the amount called 


for on each article, though small, 
pays a good profit and with each 
of these novelties goes a big batch 
of advertising matter. 

The Dr. Greene Nervura adver- 
tising brings a big mail for the free 
advice promised by the doctor 

ee 

SMALL advertisers should nev 
get discouraged. It is better t 
along with a little kitchen table 
for a desk, and know it is paid for 
than to indulge in a roll top desk 
on credit. Make the best of r 
situations — study improvemen 
and soon success will be achiever 
and you will be using whole pag 
like many firms you now en 








Chats Among Ourselves. 
+o, 

TWO BIRDS WITH ONE STON 

Artist—This is the portrait 3 r 
dered of your first ancestor, the Baron 
Dopedream. Is it all right? 

Mr. Gottin—Not quite. Just 
that sword a better brand ‘of 
and put on it “Gottin A Sr wi! Cor 
New York City, U.S. As tl 
cable ‘Gott.’ Judge. 

SIMILAR opportunities make a fool 
of one man and a successful adv ertiset 


of another. 
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Oxtv Docror—If you can manage it, 
get your name to the papers. 

Young Doctor—But etiquette forbids 
a physician to advertise. 

Old Doctor—Yes; but not to be ad 
vertised.—Bangor (Me.) Commercial. 


A VERDANT youth dropped into a jew- 
eler’s, and after gazing at some fra- 
y pins in the show case, said to 
proprietor: 

“Them’s mighty nice breastpins you 
got thar, mister. 

“What kind of a pin would you like 
to look at? 

“How much is this one with a pair 
o’ compasses and a square?” pointing to 
a Masonic pin. 

“Five dollars.” 

“Five dollars, eh? You haven’t got 
one with any handsaws on it, have 
you? I’m just outer my time, and as 
I’m goin’ to set up as carpenter and 
jiner, I thought I’d like to have some- 
thin’ to wear so folks would know what 
I was doin’. Well, I'll take it, though 
I'd like one with a handsaw, but I guess 
mebbe that’s plain enough. The com- 
pass is to mark out yer work, and the 
square is to measure it when marked 
out, and any durn fool knows that G 
stands for gimlet.”—Newburgh (N A 
News: 





Wicwac—What do 
fellows mean by yellow journalism? 

Scribbler Well, a yellow journal is 
one that’s printed in black and white, 
and yet when it’s read it makes you feel 
blue.—Atlantic City (N. J.) Press. 


you newspaper 


SIxTY-NINE pages of rubbish, 
Twenty-two ~ages of rot, 

Forty-six pages of scandal vile, 
Served to us pining hot. 





Seventeen hundred pictures— 
Death, disease and despair; 
Lies and fakes and fakes and lies 
Sandwiched in everywhere. 
Thirty-four sad comic pages, 
in ret oy greens and blues; 
- 
of items we don’t care to 
sut ‘caly two columns of news. 
—J. W. Bucy, in Judge 


“Your effusion,” said the busy editor 





‘is not available.”’ 

‘Is there any otner place where I 
could send it?” queried the disappointed 
bar d ‘ 

yes.” 
here, sir?” 
house of correction.””—Chicago 

Scrisster—Another rejection! Gee 
whiz! I wish I knew how to get ever 
witn that editor 

Peppery—Send more of your stuff 


for him to read.—Philadelphia Press. 





Ir was a newly opened furnishing 
store, and one window was resplendent 


with neckties and cravats of glorious 
brilliancv Confidently they announced 
in gilt letters, ‘‘Anv article removed 
from the windows.” So when Smith- 
son walked in and requested to see that 


“bright pink and green shot with pea- 
cock blue in the front row” the polite 
salesman disarranged the front and 


after some considerable trouble brought 
out the desired object. 

“Rather loud, isn’t 
Smithson. 

The affable salesman was in com- 
plete accord. “Ce: ainly it is striking.” 

os | _ thought so. You needn’t put it 
back 

“Very well, sir,” and the man began 
to wrap + the thine of beauty in its 
bed of tissue paper. “Anything else to 
day 7 
“Oh, I don’t want it,”’ said Smithson, 
only vou know you advertised, ‘Any 
article taken from the window,’ and as 
this hideous thing offends my esthetic 
taste IT thought I’d ask you to remove 
it, that’s all. Good day.” 


it?” remarked 


‘“ 





_Then the salesman philosophized au- 
dibly anl wih much fervor.—Forest 
(Tll.) Rambler. 

” 


“Tus is a great story.” said the new 


reporter, “but T can’t think of a good 
head for it. It’s about a trusted em- 
ployee, whose accounts were found to 
be crooked, and when he was accused 
of it dropped dead.” 

“That’s easy,” said the Snake E ditor, 
helpfully; “head it ‘Died from Ex 
posure.’ "—Philadelphia (Pa.) Press. 


“I sHoutn like to subscribe to your 


paper. Would you be willing to take it 
out in trade?” 

Country Editor—Guesso; what’s your 
business 


‘I'm the undertaker.""—Brooklyn Life 


How dear to my heart is the steady 
subscriber, 

Who pays in advance at the birth of 
each year, 

Who lays down his dollar and fifty 


cents gladly, 


And casts ’round the office a halo of 


cheer. 
He never says, “Stop it, I cannot afford 
it, 
Nor, “I’m getting more papers now 
than I can read,” 
tut always says, “Send it, the family 
ikes it, 
In fact. we all think it a real house- 
hold need.” 
How welcome he is when he steps in 
the sanctum, 
How he makes mv heart throb, how 
he makes my eyes dance! 
I outwardly thank him, I inwardly 
less him, 
The steady subscriber who pays in ad 
vance 
—Manson (Ia.) Democrat. 
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HERE is a time in every one’s 





career when they must decide 



















for themselves certain questions of im- 
portance both in business and domesti 
life. If you bought a rug for your 
parlor and paid for what you thought 
was a royal antique Bokaro, you cer- 
tainly would be surprised if a connois- 
seur informed you it was an ordinary 
door mat. So it is with the advertiser 
who does not use judgment in the se- 
lection of mediums in which he places his 
advertising. A buyer of space who goes 
into Cincinnati and uses the Post 
knows he is obtaining circulation that is 
bona fide and at the right price. The 
Post sells 40,000 more copies daily 
than any other newspaper in Cincinnati. 
Its advertising patronage has increased 
in volume every year and stands to-day 
the best medium for results in Cincin- 
nati. In looking over the newspapers 


to cover Northern Ohio one finds that 
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the Press, of Cleveland, leads all 
others in circulation by many thousands. 
It reaches over ninety thousand readers 
every day. The Press is the first 
paper the advertiser selects when he 
goes into Cleveland. For a good re- 
liable bargain beyond the Mississippi 
the St. Louis Chronicle is a news- 
paper that goes into the homes of 
the mass of wage earners living in 
St. Louis and vicinity and is beyond 
doubt the most reasonable proposition 
for the advertiser when the cost per 
thousand circulation is considered. Its 
daily output averages fifty-four thousand 
and every copy is paid for; exchanges 
and free lists are not included. The 
Covington Kentucky Post  com- 
pletes the four desirable daily news- 
papers represented in the Scripps-Mc- 
Rar Leracur. It is the only daily in 
Covington and circulates over twelve 


thousand copies each issue. 
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N the month of November there were four Sundays 
and two holidays, leaving twenty-four working 
days, during which I received and filled 999 orders. 
My competitors realize that this number is extra- 
ordinarily large, considering that I employ no 
agents, and every order must be accompanied by 

the cash, otherwise I don’t ship the goods. : 

In former years ink orders were secured almost entirely by 
traveling salesmen, who earned big money, but nowadays com 
petition is so keen and prices so low that the knights of the road 
have hard scratching to make a living. Of course they blame 
me for their troubles, and loudly berate my goods and my 
methods, but they forget that “more flies can be caught with 
molasses than with vinegar.” 

My whole trade has been secured by strong common sense 
arguments, and not by bulldozing or lying. Previous to my go- 
ing into the business I had occasion to study the methods pur- 
sued by one of the old line houses, and it always dawned on me 
that a inail-order trade was most desirable. 

My brain was racked with ideas until I hit on the cash-with- 
order plan, and although I realized the fight would be a stubborn 
one I always felt sanguine about the result. 

How well I have succeeded is shown by my having filled 
nearly seventy thousand orders, f.om over seven thousand cus 
tomers, in less than seven years. My goods have been sold in 
all parts of the world, and I had the honor of being the first ink 
man in Cape Nome and also in Dawson City. 

Send for my price list. If you favor me with an order you 
can rest assured that the goods must be satisfactory ; otherwise. 
I refund your money and pay freight and cartage. 

If you are using special grades a small sample sent to n 
will be carefully analyzed and prices quoted, which I know 
will interest you. 





































ADDRESS 


PRINTERS INK JONSON 
13 Spruce Street ~ - NEW YORK 
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The Wichita Eagle 


is one of two morning papers 
in Kansas that prints the /v// 
Morning Associated /Pvess 
News. THE EAGLE has the 
largest circulation of any daily 
paper published in Kansas. 


AVERAGE 14,147 DAILY 





And prints 30 per cent more 
foreign advertisements and 
fifty per cent more local ad- 
vertisements than any daily 
paper published in the State. 


R. P. MURDOCK, Bus. Mar. Wichita Eagle. 





THE S. C. BECKWITH SPECIAL AGENCY, 
SOLE AGENTS FOREIGN ADVERTISING, 
47, 48, 49 & 59 TRIBUNE BLDG., 469 THE ROOKERY, 
NEW YORK CITY. CHICAGO. 
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The Paid City Circulation of 








THE 


Milwaukee Journal 









is guaranteed by The Jour- 
nal Co. to be larger than is 
the Tora. circulation of any 





other English evening daily 
at Milwaukee. The total 
| circulation of THE JOURNAL 
| is larger thanisthe COMBINED 





circulation of the two other 
evening papers. 


THE JOURNAL COMPANY, 
MILWAUKEE, WIS. 


EASTERN REPRESENTATIVE : WESTERN REPRESENTATIVE 
STEPHEN B. SMITH, C. D. BERTOLET 
30 Tribune Bldg., New York Times-Herald Bldg., Chicag 
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“They come as a Boon and a Blessing to Men’ 





do the ads in 
KISSAM’S CARS 











for, unable as the human mind is 
to stand still, its 
own receptive faculty 
involuntarily photographs 
on the brain the varied 
and artistic efforts 
we produce in the 
interests of the largest 
advertisers, who, with 
confidence, entrust us with 
their welfare. 

Once photographed, 
this negative is retained 
indefinitely, and when the 
purchaser visits your 
store, as the result thereof, 
the fact 


he naturally “exposes ’ 
that KISSAM’S CARS 
have influenced him. 





GEO. KISSAM & CO., 


253 Broadway, New York. 
FIFTEEN BRANCH OFFICES. 


Written by Morison’s Advertising Agency, Hull, England. 














